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Rough Proofs 


Ceresota Flour’s campaign against 
bleaching has dangerous possibili- 
ties. What if the vast army of syn- 
thetic blondes should decide that the 
advertiser was getting personal? 


vgy¥seyY 


New York medical men have 
adopted the deferred-payment plan of 
selling their services, thus encourag- 
ing their patients to get sick when- 
ever they feel like it. 


i? 9 


A horse-drawn coach, it is planned, 
will deliver hats from Dobbs & Co.’s 
New York store. It’s a swell idea, 
but where are they going to get the 
horses? 

, F 


“Careers in Advertising” is the 
title of a new book contributed to 
by fifty big shots of the business. 
Sales of the book would break all 
records if the title substituted “jobs” 
for “careers.” 

vgv¥segy? 


A California growers’ association 
is said to be planning to advertise in 
order to move 170,000 tons of prunes. 
That’s a job at which even the most 
hardened advertising man might 
quail. 

a ee 


“No matter how absent-minded 
you may be, you simply cannot spoil 
a slice of toast.” 

And so now you have nothing 
whatever to worry about. 

.> FF 


With so many serious tomes on 
advertising being written and pub- 
lished, if not read, wouldn’t it be 
funny if the historian of 1999 de- 
cided that advertising’s most note- 
worthy social contribution was mak- 
ing whiskers unpopular? 

vvy 


The statistics indicate that classi- 
fied newspaper advertising is off 
along with all the rest, proving, 
if you happen to believe the statis- 
tics, that man wants but little here 
below. 


' Ff 


Speaking of want ads, one paper 
has increased lineage by the simple 
device of eliminating abbreviations. 
But that spoils the game of trying 
to figure out what a lot of those cryp- 
tic communications are supposed to 
mean. 

vvwy 


“Prohibition regulations permit 
importation of Benedictine, bottled 
in France, as a flavoring sauce.” 

And that’s a right saucy way to 
use it, too. 

vvwgy 


Omar Khayyam is said to be espe- 
cially popular with the ladies of the 
radio audience. They love to hear 
about “a loaf of bread, a jug of wine, 
and thou,” provided there is still 
easy access to the Frigidaire. 

e. v¥ F 


An insurance advertising confer- 
ence was held in Columbus, O., re- 
cently, at which, no doubt, statis- 
tics on the distribution of leather 
Memorandum-books for 1932 were 
Tead into the archives. 


. VF 


The Stevens Hotel is offering in 
Prairie Farmer coupons which en- 
title the holder to a one-third reduc- 
tion in room rent. Farm relief is 
at last beginning to take a practical 
form. 

Copy Cus. 


INDIVIDUALIZED 
APPEAL USED IN 
FLORISTS’ COPY 


New Campaign Aimed at 
Specific Types of Readers 


New York, Sept. 29.—As a pace- 
setter for its new four-year program 
starting Jan. 1, the Society of Ameri- 
can Florists and Ornamental Hor- 
ticulturists has launched a 90-day 
campaign, using fractional pages in 
eight magazines at a space cost of 
$50,000. After an absence of 15 years, 
the account has returned to the P. F. 
O'Keefe Advertising Agency, Boston, 
which was in charge when the So- 
ciety’s advertising was started more 
than 20 years ago. 

Copy appeals are changed in each 
medium used to fit the particular 
type of reader the publication 
reaches. 

An interesting feature of the new 
flower copy is the inclusion of a para- 
graph recommending the _ service 
offered by the Florists Telegraph De- 
livery Association, Detroit, which has 
conducted its own cooperative cam- 
paign for many years. 

This may be interpreted as an open 
letter to the industry suggesting that 
the two cooperative campaigns be 
combined, in line with recent trade 
discussion pointing out the merits of 
such a plan. Another explanation is 
that, while the F.T.D.A. does not con- 
tribute directly to the Society’s ad- 
vertising fund, a majority of its 
members are also members of the 
F.T.D.A. 

Timed to appear simultaneously 
with the drive for advertising funds 
for 1933-37, the new advertising is ex- 
pected to aid materially in raising 
the fighting spirit of the industry. 
For the four-year period just ending 
$2,000,000 was subscribed. 


Expect Smaller Appropriation 


This figure is considered overly- 
optimistic for the new fund, but no 
estimate has been set as the money 
is raised by voluntary donations from 
all branches of the industry and not 
by assessment. The F.T.D.A. oper- 
ates on donations plus a two per cent 
tax on telegraph business. The mem- 
bership of the former group totals 
7,000, and includes not only growers, 
wholesalers and retailers, but manu- 
facturers of such supplies as boxes 
and tissue paper. 

The new-old agency believes much 
harm has been done by the emphasis 
put on gifts of flowers for special oc- 
casions, which has discouraged con- 
sumers’ interest in their every day 
possibilities. 

Consequently, the new copy avoids 
reference to wedding anniversaries 
to make suggestions for the use of 
flowers in many ways every day, even 
to buying them for oneself. Appeals 
are strictly emotional and edited to 
strike the particular interest of dif- 
ferent groups of magazine readers. 


Copy Appeal Individualized 


A Time advertisement, for example, 
suggests flowers in the office and on 
the business man’s desk, stressing 
the distinction thus _ introduced. 
Through Vogue a plea to the vanity 
of the style-conscious woman will be 
made to warn her she cannot afford 
to forego the adornment of flowers, 


(Continued on Page 15) 


Prwate Brands Account for 
24% of Chain Store Sales 


N.A.R.D. Fights 
for ‘Fair Trade’ 
Bill, Sales Tax 


Boston, Mass., Sept. 29.—Continu- 
ance of the vigorous fight for pas- 
sage of the Capper-Kelly bill, which 
will be pending when Congress re- 
assembles, and inauguration of an 
equally vigorous war on selective ex- 
cise taxes was enthusiastically urged 
at the annual meeting of National 
Association of Retail Druggists here 
this week. 

Interest at the convention cen- 
tered around the open sessions of 
the committees on resolutions, na- 
tional legislation and finance, and 
the speech of Hon. Clyde Kelly, one 
of the authors of the Capper-Kelly 
bill, on Wednesday afternoon. 

The greatest need of business now 
is the stabilization of prices; with- 
out such stabilization the end of the 
business depression is still a long 
way off, Congressman Kelly declared, 
in reviewing the history of the bill 
and urging continued support of the 
measure when it appears before the 
Senate in December. 

If the measure can be brought to a 
vote, it will be passed and manufac- 
turers will be enabled to set the re- 
sale prices of their wares after March 
4, 1933, Mr. Kelly prophesied. 

National Association of Retail 
Druggists will not only continue its 
own fight for passage of this bill, 
but it will seek to enlist the aid of 
other organized trade groups, Sam- 
uel C. Henry, secretary of the asso- 
ciation, told the meeting. Plans for 
formation of an alliance with state 
and national organizations of retail- 
ers, jewelers, grocers and hardware 
dealers are already under way, he 
said. 

The fight for repeal of the selec- 
tive excise taxes, under which most 
drug store products are affected, and 
substitution of a general manufac- 
turers’ sales tax will also be vigor- 
ously prosecuted, in accordance with 
a resolution which will be submit- 
ted to the group at its final session 
Friday. 


To Submit Definite Proposal 


Under the terms of this resolution 
the association will take the offen- 


HEADS MERGED OFFICE 


William J. Moll 
(Story on Page 2) 


sive against the excise taxes, and 
will offer a definite tax proposal to 
take their place. The group’s legal 
representatives will be empowered, 
however, to use their own judgment 
in meeting situations which may 
arise because of inability to obtain 
favorable action on the complete 
program sponsored by the associa- 
tion. 

Free deals, discounts, secret re 
bates and similar alleged practices 
on the part of manufacturers came 
in for their usual share of attention 
on the program. 

“It is my belief that the policies 
under which a great many manu- 
facturers operate are largely respon- 
sible for the present demoralized 
condition of the drug business,” John 
W. Dargavel, president of the asso- 
ciation, asserted. 


“The Time Has Come” 


“The time has come to separate 
the sheep from the goats and end 
the pussyfooting,” he said. “Manu- 
facturers who are willing to help 
the retailers should be commended 
and every possible effort should be 
made to co-operate with them in the 
sale of their merchandise. Those 


(Continued on Page 13) 


Last Minute News Flashes 


New York to Have Shopping Guide 
: New York, Sept. 30.—‘New York Retail Shopper,” a shopping guide 
with a circulation of 500,000, delivered and guaranteed by Reuben H. Don- 
nelley Corp., is scheduled to make its appearance in about six weeks. George 
Williams, former publisher of Motion Picture Daily, heads the venture. 
National advertising of non-competitive accounts will be accepted. 


Illinois Medical Society Favors Advertising 


Chicago, Sept. 30.—Paid advertising of state or county medical socie- 
ties should be recognized as an ethical and valuable means of educating 
the public, a special committee of Illinois State Medical Society has re 
ported. Advertising by individuals or small groups is excepted. 


Bauer & Black Names Needham, Louis & Brorby 


Chicago, Sept. 30.—The entire account of Bauer & Black, Chicago manu- 
facturers of surgical dressings and drug specialties, including Blue Jay 


corn plasters, Handi-Tape, 


Pal and Bike athletic supporters, 


and the 


Cotton Picker, has been placed with Needham, Louis & Brorby, Inc., 


Chicago, effective Jan. 1, 1933. 


Trade Commission Reports 
‘‘Fnormous Increase” 
in Dollar Volume 


Washington, D. C., Sept. 29.—Pri- 

vate brand sales of 276 chain store 
systems totalled more than $750,000,- 
000 in 1930, registering an “enor- 
mous increase” in dollar volume 
since 1925, an investigation made 
by the Federal Trade Commission 
indicates. 

In addition to this increase in dol- 
lar volume, the Commission reports, 
there has also been some increase in 
the proportion of sales of private 
brand merchandise, the trend toward 
private brands appearing to be defi- 
nitely upward in grocery and meat 
chain systems (excluding A. & P. and 
Kroger), drugs, women’s shoes, and 
men’s and women’s shoes. It also 
was clearly upward from 1928 to 
1930 in straight grocery and depart- 
ment store chains. 

In both 1929 and 1930 the reported 
private brand sales of chains owning . 
their own brands was approximately 
28 per cent of total sales. If esti- 
mated private brand sales of Great 
Atlantic & Pacific Tea Company and 
Kroger Grocery and Baking Com- 
pany are included, the proportion of 
private brand sales to total sales be- 
comes 24.3 per cent for each year. 

Only three of the reporting chains 
favored curtailing of private brands, : 
while 21 favored their expansion, Se 
and 27 indicated their belief that the 
present ratio between private and na- 
tional brands would remain the 
same. 


Cut Into Coffee Sales 


A table of specific commodities 
shows, among other details, Atlantic 
& Pacific selling 89 per cent of its 
coffee under private brand; Kroger, 
92 per cent of its coffee; Safeway 
Stores, Inc., of California, the south- 
ern division, all of its butter; Grand 
Union, 80 per cent of its canned vege- 
tables; First National, all of its 
bread and cake. 

Although the retail prices of pri- 
vate brands were usually the same 
or lower than those of standard 
brands, the mark-up on _ private 
brands was equal to or higher than 
that on standard brands, the chains 
reported. 

Of 1,660 chains furnishing infor- 
mation to the Commission in 1929-30, 
412, or approximately one-fourth, 
owned private brands. They oper- 
ated 77 per cent of the stores, how- 
ever, and transacted 75 per cent of 
the total business of all reporting 
chains. In 1931, 351 of the 1,247 
chains reporting owned private 
brands. They owned more than 81 
per cent of the stores and did almost 
81 per cent of the total volume of 
business. 

From these figures the Commis- 
sion finds that private brand mer- 
chandise is sold in 97 per cent of the 
chain grocery and meat stores; in 
from 84 to 90 per cent of the gro- 
cery and department stores; in about 
86 per cent of the confectionary 
stores; in from 63 to 81 per cent of 
the dry goods and apparel stores; 
and in from 62 to 75 per cent of the 
dollar-limit variety stores. 

Probable sales of private brands 


in hardware, meat, women’s ready- 
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to-wear, furniture, unlimited price 
variety, and men’s and women’s 
ready-to-wear chains are small, the 
Commission reports. 

Reports from 70 grocery and meat 
chains operating over 30,000 stores 
at the beginning of 1929 indicated 
that coffee is the item most fre 
quently sold under private labels, no 
other commodity except flour being 
reported by half as many chains. 
Tea, mayonnaise, canned milk, and 
butter follow in order. 


Kroger Has Largest Variety 


The leading commodities sold 
under private label in seven large 
grocery chains were canned beans, 
catsup, coffee, canned corn, flour, 
jelly, camned peaches, canned peas, 
sandwich spreads, canned tomatoes, 
and tea. Kroger Grocery and Baking 
Company reported the largest vari- 
ety of commodities sold under pri- 
vate labels, 92, while Great Atlantic 
and Pacific Tea Company had 69. 
Each of the other five had more 
than 40. 

Reports from 29 drug chains oper- 
ating over 500 stores indicated that 
cough syrups, corn remedies and 
tooth pastes are the most important 
commodities sold under private 
labels. 

“A large proportion of retail chain 
organizations, particularly the larger 


ones, are strong advocates of private 
brand merchandise,” the Commission 
reported. “Many of the chains, how- 
ever, are comparatively indifferent to 
private brands. Some favor stand- 
ard brands owned by manufacturers 
because among other reasons they 
claim that the turnover is greater. 

“Perhaps the most frequently 
stated objection to private brands is 
the large amount of sales resistance 
which is encountered in their distri- 
bution. Extra selling effort and ex- 
pense for advertising and promotion 
are necessary in order to build up 
consumer acceptance on such 
brands,” the report continues. 

Only 34 chains, or about nine per 
cent of all the chains reporting on 
this point indicated that they adver- 
tise their private brands nationally. 
However, these chains operated nearly 
37 per cent of all the stores in chains 
reporting on the question. From the 
standpoint of number of stores oper- 
ated, the five most important types 
of chains doing national advertising 
were grocery and meat, dry goods 
and apparel, men’s and women’s 
shoes, department stores, and con- 
fectionery. 


Start Adcraft Bureau 


Miss D. M. Guinther has started 
Adcraft Bureau, a direct mail serv- 
ice, at Bellingham, Wash. 


WESTERN AGENTS 
TO CONSOLIDATE 
N. Y. OPERATIONS 


Gardner, Blackett - Sample - 
Hummert in Deal 


(Picture on Page 1) 


New York, Sept. 29.—Blackett- 
Sample-Hummert and Gardner will 
be formed here as of Oct. 1 to han- 
dle the advertising accounts hereto- 
fore directed by the New York offices 


of Blackett-Sample-Hummert, Inc., 
Chicago, and Gardner Advertising 
Co., St. Louis. 


Headquarters of the two agencies 
will function exactly as heretofore, 
it was announced, there being no 
affiliation other than that indicated. 

E. F. Hummert, vice-president of 
the Chicago agency, will be trans- 
ferred to New York, while William 
J. Moll, Gardner vice-president, will 
be executive vice-president. 

Headquarters of the new corpora- 


“Dear Jim: 


This being a letter from J. B. M. 
and our Answer to him and you 


“Dear Boss: 


We know that business has been nothing to write home about, 
so your policy of keeping us on the job is all the more appreciated. 
Now that the well known corner has been rounded, we're going to 
show you and our customers just how we do appreciate a deal like 
you have given us. 


The gang is for you—so let's go! 
J. B. M.— Speaking for the Shop Gang”’ 


Glad you boys feel that way about it, so we're going to take 
space in Advertising Age to reproduce your letter. We appreciate 
its thought—and its thoughtfulness. Yes, we have kept our sales 
personnel and working force intact—and we're glad we did. It has 
already paid out by the renewed confidence in P. & A. as expressed 
by our recent good business. 


As you say—let'’s go—and cheerio!” 


Partridge & Anderson Company 


For thirty-two years Proponents 
of the Best in 


Electrotypes + Nickeltypes + Matrices + Stereotypes 
712 Federal Street, Chicago 


Cheerio! 


The lads out in the shop have picked 
on me to write this letter, so here goes. 


There is something we want to put on 
record—our thanks for keeping the working 
crew intact when many other shops had to cut down a half and more. 


—— 
— 


DR. WEST DISPLAY BLOCKS TRAFFIC 


Chicago police insisted on removal of this Western Company ~- 
from a window at State and Madison streets under a statute whi 


prohibits blocking traffic. 


tion will occupy the entire twenty- 
first floor of the McGraw-Hill Bldg,, 
now occupied by the Gardner Adver- 
tising Company. 

Herbert S. Gardner will be chair- 
man of the board of the new organi- 


zation; E. Frank Hummert, presi- 
dent; William J. Moll, vice-presi- 
dent; J. Glen Sample, secretary; 


Hill Blackett, treasurer, and Dwight 
L. Monaco, assistant treasurer. 

While Blackett-Sample -Hummert, 
Inc., has maintained a New York 
office, it has been devoted chiefly to 
production, most of the space being 
bought in Chicago. Gardner Adver- 
tising Co., on the other hand, has 
maintained a complete agency unit 
in New York. 


Develop Aluminum Ink 


One of the .most important ac- 
counts of Gardner’s New York office 
has been Aluminum Company of 
America, Pittsburgh. This company’s 
methods have exercised an important 
effect on modern advertising. 


It was Mr. Gardner who conceived 
the use of aluminum ink and in- 
duced The Saturday Evening Post, 
among other magazines, to accept it. 
While this ink was especially appro- 
priate for Aluminum Company, then 
fostering use of aluminum in the 
manufacture of a wide range of prod- 
ucts, it made a strong impression on 
national advertisers, as its wide 
adoption indicates. 

Aluminum Company of America’s 
campaign figured prominently in the 
last Harvard Advertising Awards. 


“Liberty” Appoints 
Canadian Manager 


W. M. Philpott has been appointed 
manager of the Canadian office of 
Liberty, with headquarters in 
Toronto. 

Mr. Philpott, who was formerly 
with the advertising staff of New 
York Daily News and has also done 
editorial work on Canadian news- 
papers, will be in charge of advertis- 
ing in the new Canadian edition of 
Liberty. 


Kate Smith Called 
Highest Paid Star 


Kate Smith, of La Palina cigar 
fame, is the highest paid radio star 
with a weekly stipend of about 
$2,700. Amos ’n Andy come next 
with $2,500 from the Pepsodent ex- 
chequer, according to a _ current 
survey. 

The Pepsodent pair operate on a 
five-year contract, however, while 
Miss Smith struggles along with a 
much shorter one. 


Maxwell House Starts 
Radio Show Boat Hour 


Charles Winninger and Jules 
Bledsoe, from the original cast of 
“Show Boat,” will feature the Max- 
well House show boat hour to be 
broadeast over a national NBC- 
WEAF networth every Thursday 
evening. 

The first program will be staged 
Oct. 6. 


Hays Joins “Post” _ 
Loren E. Hays, formerly with Chi- 
cago Evening American and Julius 
Mathews Special Agency, has been 
appointed national advertising man- 
ager of Baltimore Post, Scripps- 
Howard paper. 


TRICK DISPLAY 
PULLS SO WELL 
POLICE STOP IT 


Chicago, Sept. 29.—Don’t reject 
any window display until you have 
tested it. 

That is the moral drawn by Ken- 
neth Laird, advertising manager, 
Western Company, from a mystery 
window installed in hundreds of 
drug stores last week-end with re- 
sults that would have been consid- 
ered startling, had they not already 
been forecast by clocking. 

When the rough idea was pre- 
sented by Magill-Weinsheimer Co., 
Western regarded the cost as pro 
hibitive. It tested the display in 
one store, however, and found that 
it stopped 69 out of every 100 pass- 
ers-by who noticed it at all. More 
important, the display was found to 
have sales as well as attention value, 
which have sometimes been con- 
fused by advertisers. 

Approximately the same results 
were secured in other stores. In the 
Liggett establishment at State and 
Madison Sts., heralded as the world’s 
busiest corner, police invoked Sec- 
tion 4247 of the city code against 
causing traffic jams and ordered the 
display eliminated. While its law- 
yers believe the provision is uncon- 
stitutional, the Western Company 
will not take the case to court be 
cause of the small number of stores 
involved. 

In the display, involving a motor, 
pump and faucet, the latter is sus- 
pended from a board by a thin wire. 
Despite the faucet’s lack of connec: 
tions, however, water pours from it 
in a steady stream. The secret is in 
an invisible glass tube up which the 
water is pumped, overflowing the 
sides to create the illusion. 

The display dramatizes the com- 
pany’s advertising theme of water- 
proof toothbrushes sealed in glass 
and an assortment of brushes is 
placed at the focal point of the win- 
dow. The display is installed only 
as part of a deal. Early sales fig- 
ures indicate that September, 1932, 
will be the Western Company’s best 
month since March, 1929, the new 
display being given much of the 
credit. 


Studebaker Crashes 
National News Reels 


Studebaker Corp., South Bend, Ind., 
is being featured in R. K. O.-Pathe 
and Universal news reels, which will 
play 19,000 theaters during their 
seven-week life. 

The scenes were taken at the 
Studebaker proving grounds, where 
a car was put through grueling tests, 
ending in a head-on collision. 


Hubbard, Daney Promoted 


Howard M. Hubbard has _ beet 
elected secretary, and Norman L. 
Daney has been named treasurer of 
Harris Seybold Potter Company, 
printing equipment manufacturers, 
to fill the vacancies caused by the 
death of C. G. Pritchard, former sec 


retary-treasurer. 
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HE sweetest putter in the world 

will never sink your ball unless 
you put enough punch behind it. You 
can measure the distance to the cup 
and worry about the lie, but if you 
don’t hit hard enough—well, it’s just 
another stroke on your card. 

Advertising is like that. You can 
figure out copy slants, debate layouts 
and headlines, but if you don’t reach 
enough people in a market you hardly 
start a ripple in it. 

Because they were asleep at the 
switch during the past 15 years while 
the population of Chicago and sub- 
urbs increased by 409,541 families— 
55%—some Chicago newspapers 
make a virtue out of failure. 

No one stays small by choice! Every 
newspaper in Chicago has made 
strenuous efforts to get circulation. 
But to get it and to hold it—you’ve 
got to print the news the public wants. 

The Tribune is the only Chicago 
newspaper that reaches every other 
family in the city and suburbs. It has 
36 per cent more daily circulation in 
this community than any other news- 
paper. It reaches practically as many 
readers as any two other Chicago 
newspapers combined. 

It is the only publication that has the 
coverage, that packs the power to 
build the sales volume available in 
this market—and needed by adver- 
tisers today. 

You just can’t get the volume you 
want with advertising media that 


NEVER UP—NEVER IN} 


reach only a fragment of purchasing 
power and that don’t have enough 
reader interest to sell themselves in 
their own markets. 

Never was the superior ability of 
the Tribune to produce sales volume 
for advertisers more evident than to- 
day. During the past 15 years, while 
every other Chicago newspaper pub- 
lished in 1917 was slipping, the 
Tribune steadily forged ahead, pene- 
trating and saturating every level of 
family life. 

The Tribune increased its daily 
coverage of the families of Chicago 
and suburbs from 36 per cent in 1917 
to 55 per cent in 1932. The Daily 
News dropped from 57 per cent cov- 


COVERAGE 


rh the fe rome of ‘Chicago 
and suburbs by daily 


erage to 35 per cent. The American 
dropped from 42 per cént coverage to 
40 per cent. Other papers in exist- 
ence in 1917 either lost ground, 
merged or failed. 

The Tribune is the most popular 
newspaper in Chicago and suburbs. 
It is constantly increasing the prefer- 
ence of readers because it is constantly 
increasing its service to them. As the 
newspaper which has made the most 
out of market possibilities it does the 
best job for advertisers. 

Ask a Tribune salesman for further 
facts and about the new discounts 
which enable advertisers to buy more 
space to get more sales in Chicago 
and suburbs. 


55% 


IN 1932 


Families and Daily Newspaper Cir- 
culations in Metropolitan Chicago 


1917 1932 
Number Coverage Number Coverage 
Families . . 748,136 ee 1,157,677 eeu 
Tribune ..270,810 36% 634,778 55% 
American 313,800 42% 467,648 40% 
News ....428,746 57% 404,917 35% 


Note: Circulations are averages for six months’ 
beriods, ended March 31 
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Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


FIRST IM CIRCULATION—FIRST IN ADVERTISING—FIRST IN RESULTS 


Chicago Tribune Offices: Chicago, Tribune Tower; New York, 220 E. qe08 St.; Atlanta, 1825_Rhodes- 
Haverty Bldg.; Boston, 718 Chamber of Commerce Bldg.; San E “yh hi Bl 


1917 was a memorable year! It marked 
America’s ao into the war a 
the beginning of sweeping changes in 
ideas, institutions, habits. 

In 1917 the Tribune reached 36% of 
metropolitan Chicago’s 748,136 famt- 
lies. It was third in volume of daily 
city and suburban circulation. Today 
at is first. 

Fifteen years brought 255% increase 
in families and a gain of 134% in 
Tribune circulation. Today the Trib- 
une reaches 55% of the families in this 
great nent in of 53% in seonenly 
of coverage—while every other Chicago 
dailynewspaper published in 1917 slip- 
bed, merged, or went out of business. 
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The National Advertising Awards 


Ever since it was announced that 
due to lack of funds the Harvard 
Advertising Awards would be dis- 
continued, there has been discussion 
of the proposal that similar awards 
be set up by the advertising busi- 
ness as a whole for the purpose of 
stimulating and rewarding distin- 
guished effort in this field. 

The plan was finally crystallized 
in proposals worked out by the Chi- 
cago Advertising Council, and sub- 
mitted by it to the Advertising Fed- 
eration of America for possible 
adoption and administration. The 
Federation was looked to as the only 
national association of advertising 
which includes all advertising inter- 
ests in its membership, and hence 
is in a position to operate for the 
benefit of all. 

The Federation received the pro- 
posal, gave it consideration, and re- 
ferred it to a committee for investi- 
gation and report. That was many 
months ago, but as far as it has been 
possible to learn, the committee has 
not yet reported, and the Federation 
has not yet taken action. 

The subject, it seems to ADVERTIS- 
InG AGE, is too important to be per- 
mitted to go by default. The A. F. A. 
should now give the _ proposals 
prompt and serious consideration, 
and should decide the question one 
way or the other, without further 
postponement. 

It is entirely possible that the ar- 
guments against having a national 
competition of this kind are so 


strong that they cannot be disre- 
garded. It is conceivable that the 
effort and time required to carry out 
the program suggested to the Federa- 
tion are too great, the value of the 
results considered. It is also with- 
in the range of possibilities that the 
exact plan proposed by the Chicago 
Advertising Council is not the most 
feasible one, and that the idea of 
sectional competitions preceding the 
final national awards, which it sug- 
gested, represents too complicated a 
set-up for convenient handling; but 
whether these things are so or not, 
they should be considered and a de- 
cision reached. 

Some advertising men assert that 
annual awards of the kind proposed 
do not serve a sufficiently valuable 
purpose to justify all of the expense 
and effort involved. ADVERTISING 
AGE believes that they are a useful 
by-product of serious advertising ef- 
fort, and lend a desirable glamour to 
the fine work done in many depart- 
ments of the field under conditions 
of necessary anonymity, for the most 
part. A little glory for advertising 
workers is desirable and appreci- 
ated. 

We hope, at all events, that the Ad- 
vertising Federation will decide 
against further delay in giving copn- 
sideration to the subject, and will 
proceed, in the event of favorable 
action, to set up the necessary ma- 
chinery to determine the most 
notable advertising accomplishments 
of 1932. 


Support for the Retailer’s Efforts 


One of the most interesting fea- 
tures of any trade paper at present 
is the advertising pages in which 
manufacturers are discussing with 
their retailers their plans for the 
promotion of the branded products 
which they are offering to the trade. 
It will be found that at present a 
large share of the space used is em- 
ployed for the purpose of announcing 
advertising campaigns which are 
about to be released as a means of 
helping the dealers to move the 
manufacturers’ goods. 

Advertising of this kind serves a 
two-fold purpose: it informs the 
trade of the sales promotion effort 
which the manufacturer intends to 
put behind his goods and behind the 
merchants who stock them, and it 
likewise encourages the merchant to 
go ahead with his own local retail 
advertising on a normal scale. 

The greatest successes won by ad- 
vertising are usually co-operative 
efforts, in which all of those con- 


cerned with getting the goods to the 
consumer accelerate the process 
wherever possible through the use of 
good publicity. The manufacturer 
usually cannot do the whole job, but 
must rely on the distributors and 
dealers to lend their support to the 
advertising drive which he has 
initiated. 

The manufacturer’s advertising is 
live news to the trade. The people 
who stock and sell the goods want 
to know their merits as merchandise, 
and they are interested in their profit 
possibilities as well; but the big 
thing, after all, is salability, and that 
is affected to a large degree by the 
character and quantity of the adver- 
tising. No manufacturer with a 
worth-white campaign ought to keep 
it a secret from his jobbers and 
dealers, especially when he can 
transmit the information so easily 
and economically through the pages 
of the business press. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 439. Cold Facts About 96,000 
Electric Refrigerators to Be Sold 
in Iowa. 

Des Moines Register and Tribune 
wanted to know how many Iowa fami- 
lies had sufficient purchasing power 
to buy electric refrigeration now, and 
how many of these able-to-buy fami- 
lies desired electric refrigeration 
sufficiently to put them in the mar- 
ket. An investigator called on 361 
families living in wired, one-family 
dwellings in nine cities and towns in 
the state, developing the informa- 
tion that 78.4 per cent of the wired 
homes did not have electric refrig- 
eration, but that 50.1 per cent of 
these homes had the necessary pur- 
chasing power, and 32.1 per cent in- 
tend to buy this item as the next 
major electric appliance purchase. 
Projecting the survey to cover the 
398,191 wired homes in Iowa, it is 
deduced that at least 150,000 homes 
have the money to purchase electric 
refrigeration, and 96,000 families 
are actually in the market. 


No. 428. Business Now Going On in 
the Basement. 


“Many stores spend valuable news- 
paper space to advertise merchandise 
of quality that few people want—at 
prices nobody believes. Thereby they 
debilitate a great selling force and 
waste a majority of the circulation 
they buy. Current advertising of 
minimum price ranges often appeals 
only to the minimum audience of de- 
partment stores and newspapers. 
Most of the customers are being 
missed; and so is most of the busi- 
ness which might be had.” Thus The 
New York Daily News urges retailers 
to come out of the basement and fea- 
ture good merchandise at fair prices. 
The booklet contains reprints of 6 
advertisements from Retailing, with 
maps showing income ranges of New 
York families and News circulation. 


No. 433. WLW—“The Nation’s Sta- 
tion” 

This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


422. The Sex Life of the Spider. 


“Two sexes for the price of one” 
is the theme song of this unusual 
booklet published by Redbook Maga- 
zine. You can’t make sales if you 
sell only one-half of the family, the 
booklet contends, and it proves it in 
an interesting fashion not only with 
the sex life of the spider, but with 
real or alleged incidents in the lives 
of famous couples, starting with 
Adam and Eve and progressing his- 
torically through Samson and Delilah, 
Socrates and Xantippe, Anthony and 
Cleopatra, Ulysses and Calypso, 
Romeo and Juliet, Napoleon and 
Josephine, and Mr. and Mrs. Gleep 
(1932). 


No. 435. My—What We Know About 

Your Prospects! 

“We peeked into the private files 
of automobile finance companies to 
find out which New Yorkers are buy- 
ing cars this year,” this brochure 
for New York World-Telegram an- 
nounces. The “peek” developed the 
information that 78 per cent of new 
cars are bought by the “mental oc- 
cupation group,” composed of busi- 
ness and professional men, proprie- 
tors, salesmen and clerical workers, 
to whom World-Telegram appeals. 
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HAS IT REALLY COME TO THIS? 
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Clerk: “Cash or charge?” 
Customer: “What's cash?” 


—Boot & Shoe Recorder. 


Gruen Finds Moral in 


Automobile Figures 

To the Editor: In your Sept. 10 
issue you published a very interest- 
ing table by Automobile Trade Jour- 
nal, showing the per cent of sales 
changes in the automobile industry, 
by makes, for the first six months 
of 1932 and 1931. 

It was particularly interesting to 
see that the finer, higher priced cars 
apparently have not suffered the 
same extent of sales decline as the 
cheaper ones, this being contrary to 
the popular notion that the better 
grades of merchandise have failed 
altogether. 


We would be very much interested 
in seeing these figures extended back 
to 1930, so that we could draw a 
more accurate comparison of the 
relative sales decline or increase of 
the better class cars compared with 
the less expensive. 

H. L. TUuErs, 


Advertising Manager, Gruen 
Watch Makers Guild, Cin- 
cinnati. 
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Broadcasts of Prices 


Welcomed by Phelan 


To the Editor: The radio industry 
has known for a long time that 
prices would have to be mentioned 
on many broadcasts. The only ques- 
tion that has been bothering us is 
where to draw the line. 

Certainly “John Public” must have 
giggled greatly at the round-about 
methods to acquaint him with the 
price of a commodity. How much 
better it is going to be to say that 
the price of a candy bar is five 
cents, instead of saying, “the price 
of a local telephone call.” How much 
more assistance the sales impetus 
will be given when the advertiser 
can say, “These cigars are two for 
a quarter.” 

The limitations placed on the use 
of this price mention by Columbia 
will probably be generally adopted 
throughout the United States. They 
are fair and just and should result 
in: 

1. An increase in the value of 
radio broadcasting. 

2. A tendency to shorten the sales 
message and bring it more to the 
point. 

3. The use of radio by clients 
who have steered clear of it because 
of the apparent good-will, non-imme- 
diate sales element. 


CuHas. W. PHELAN, 
Director of Sales, The Yankee 


Network, Boston. 


Voice of the Advertiser 


Clark Fears “Bargain 
Basement Aspect” 


To the Editor: I can see no par- 
ticular disadvantage in mentioning 
prices on sporsored radio broad- 
casts providing the practice does not 
become an abuse. The main thing 
to be avoided is a “bargain base- 
ment aspect.” 

If the mention of price will effect 
a reduction in the amount of adver- 
tising copy ordinarily used in the 
average commercial program it will 
work out advantageously from the 
listeners’ standpoint. In most in- 
stances the price of the commodity 
is more interesting than anything 
else that could be said about it. 


JoHN L. CLARK, 
General Manager, WLW-WSAI, 
Cincinnati. 


vv¥sy? 


Claims Largest 
Clock Advertisement 


To the Editor: I note an item on 
page 9 of your Sept. 17 issue regard- 
ing the 20-page advertisement for 
Seth Thomas Clock Company and 
the statement that this is the larg- 
est single clock advertisement ever 
run. 

It happens, however, that The 
Keystone for October, 1929, holds 
the record for the largest advertis- 
ing section devoted to clocks. It 
contained a 24-page section for the 
Hamilton-Sangamo Electric Clock. 

W. CALVER Moore, 

General Manager, Keystone Pub- 

lishing Co., Philadelphia. 


+ F = 
What! Tone Down 
* Copy Cub? Never! 

To the Editor: I wish to register 
a protest against the Cub and his 
Rough Proofs column. I would write 
to my congressman, but like most 
good Americans, I don’t know who 
he is. 

This guy—the Cub—not the con: 
gressman—is just a bit too frivolous. 

My objection is that, since I read 
ADVERTISING AGE from “kiver to 
kiver” and I naturally start at 
“Rough Proofs” first, this gets you 
into a whimsical or humorous frame 
of mind which you carry over into 
the weightier articles. 

Naturally, you begin to look for 
the joke—or the joker—where it does 
not exist. 

I don’t want the young man fired, 
but I believe you should put on your 
long white beard and talk to him. 
Perhaps after listening to wise coul- 
sel, he will give us two columns it 
stead of one. 

W. B. SHarp, 
Advertising, Chicago. 
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During the Past 19 Weeks of the Percival White, 
Inc., Count of What People Really Read. 


(More Free Ideas for Editors and Copywriters) 


6 pew are the leading reasons why more than 2,000,000 

men and women ask for Liberty every week....ask 

all over again 52 _Separate and distinct times a year.... 

pay full retail price each time without f ennog club- 
ing or long term subscription price inducements. 


This is the editorial background before which Liberty’s 
advertisers display their wares. 


These are the magnets that have drawn an average up- 
ward ofa quarter million more pairs of eyes to advertising 
pages in Liberty than elsewhere, regardless of the relative 
volume of “delivered” circulation elsewhere. 
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Ryan, 
Inc. 
Space: 
Back Cover 


Altention Value: 


90% better than 


average page 


SP. QUES TIOWABLE e 
BEAT = Average Page Advertisement 
in Liberty 
Per Cent of Extra 
Persons ee 
Second Third 
This Week ‘on a 
(Sept. 17 Weekly Weekly 
issues 13% 77% 
20 P aoy $s 17% 47% 
Advertiser: Advertiser: Advertiser: Advertiser: Advertiser: Advertiser: pp ene i 
Prudential Spud Chesterfield Grape-Nuts Listerine Kotex rere ot Whee — iil 
Agere: _ Agnes . Agency: Agrees: » z™ Agen P towne Volume of 
| Fran resbre enyon : ¢ 
Co., Inc. Eckhardt, Inc. —" Rubicam, Inc. Lambert & westside A ee, ™ 
Space: Space: = Space: Feasley, Inc Space: This Week Second Third 
Black & White Black & White Space: 2-Color Page 1 Page Black Black & White (Sept. 17 Weekly Weekly 
Page Page Back Cover Roto 4 Page Blac Page 0 
; : E & White issues) 176,575 420,389 
Altention Value: Altention Value: Attention Value: Attention Value: Attention Value: Attention Value: 20 weeks 
75% better than 65% better than 50% better than 45% better than 45% better than 45% better than to date _ 246,966 235,128 
average page average page average page average page average page average page (Average of White surveys) 
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Agency-Created 
Specialty Crews 
Inspire Dealers 


Chicago, Sept. 29.—Roche, Wil- 
liams & Cunnyngham, who devised 
the “flying squadron” idea to create 
sales for Rockne dealers, have 
adapted it to the requirements of 
Williams Oil-O-Matic Heating Corp., 
Bloomington, Ill., another of their 
clients. 

This plan provides for the creation 
of groups of salesmen, three to a 
group, including a captain. The 
agency outlines a selling plan, hires 
the salesmen and trains them to fol- 
low the basic plans, though detailed 
application may vary according to 
the dealer’s individual problems. 

Each of these missionary men ac: 
companies a dealer’s salesman in 
making demonstrations and interest- 
ing and closing prospects. This 
method not only results in immediate 
business, but it has developed into 
a quick and inexpensive way of edu- 
cating retail salesmen. 

As a rule, the client has nothing to 
do with the specialty crews, beyond 
paying their salaries, all other re- 
sponsibilities being undertaken by 
the agency. So many good salesmen 
are available that it encountered 
little difficulty in executing the plan. 


Cleveland Engineers 
Discuss New Products 


Cleveland Engineering Society 
sponsored an exhibit of new products 
and a new products conference in 
the society’s quarters in the Hanna 
Bldg., Sept. 28-29. Speakers included 
Frederick M. Feiker, director, Bu- 
reau of Foreign and Domestic Com- 
merce; Zay Jeffries, Aluminum Com- 
pany of America; Eldridge Haynes, 
McGraw-Hill Publishing Co.; Frank- 
lin H. Johnson, Machine Design; D. 
G. Smellie, Hoover Co.; Gordon Arm- 
strong, Youngstown Pressed Steel Co. 

Thomas R. Jones, Harris-Seybold- 
Potter Co.; Floyd F. Kishline, Gra- 
ham-Paige Motors Corp.; N. R. Rich- 
ardson, Electric Controller & Mfg. 
Co.; P. E. Bliss, Warner & Swasey 
Co.; A. E. Buchenberg, Electric 
Auto-Lite Co.; Tell Berna, National 
Acme Co.; Harry Tipper, Forbes 
Magazine, and H. A. Schwartz, Na- 
tional Malleable & Steel Castings 
Co. 


A. S. N. A. Elects 
Gerlach President 


Theodore R. Gerlach, Gerlach- 
Barklow Co., Joliet, Ill., was elected 
president of Advertising Specialty 
National Association at its annual 
meeting in New York. Carroll H. 
Sudler, Ketterlinus Lithograph Mfg. 
Co., Philadelphia, was named vice- 
president, and J. B. Carroll, J. B. 
Carroll Co., Chicago, treasurer. 

Directors are Charles R. Frederick- 
son, retiring president; Charles B. 
Goes, Jr., Goes Lithographing Co., 
Chicago; A. Selikowitz, Metropoli- 
tan Importing and Mfg. Co., New 
York; R. L. Jung, George H. Jung 
Co., Cincinnati; Charles A. Burk- 
holder, Progress Calendar Co., San 
Antonio, Tex.; and Victor G. Lun- 
deen, Victor Lundeen & Co., Fergus 
Falls, Minn. 


Worthington, Gamon 
Pool Meter Selling 


Worthington Pump and Machinery 
Corp., New York City, and Gamon 
Meter Co., Newark, N. J., will com- 
bine sales and service, manufactur- 
ing and engineering facilities on 
meters, although the companies will 
maintain their present financial 
set-up. 

The lines of meters made by the 
two companies are supplemental. 


Broeder Wins Promotion 
Clifford F. Broeder, former west- 
ern manager, has been appointed 
business manager of Automotive 
Merchandising, New York. 


Adopts New Format 
With its September issue Radio- 
Television Retailer & Jobber, New 
York, changed to a 9x12, four-column 
type page. 


Hold Food Show 


The annual Council Bluffs, Ia., 
food show will be held in the city 
auditorium Oct. 3-8. 


DEFINE NEW YORK RETAIL TRADING AREA 


THE New York RETA TRADING AREA 


NEW YORK TRADE 
AREA IS DEFINED 


New York, Sept. 29——The New 
York retail trading area has a pop- 
ulation of 12,055,187, contains 180,174 
retail stores and has total retail sales 
of $6,915,220,000, according to figures 
compiled by a joint committee of 
Merchants’ Association of New York 
and Publishers’ Association of New 
York, which has just announced the 
results of a six months’ study of the 
market. 

In addition to the five boroughs of 
New York City, the area contains 23 
suburban counties, eight of which 
are in New York, fourteen in New 
Jersey, and one in Connecticut. 

Factors considered by the commit- 
tee in determining the extent of the 
area included newspaper circulation, 
department store deliveries, food de- 
livery, chain store control, telephone 
traffic, railroad commutation traffic, 
retail distribution and population. 

Francis H. Sisson, Guaranty Trust 
Company, served as chairman of the 
joint committee responsible for the 
survey. Others representing the 
merchants’ association were: Ches- 
ter E. Haring, Batton, Barton, Dur- 
stine & Osborn; Lloyd W. Baillie, J. 
Walter Thompson Company; Lee H. 
Bristol, Bristol-Myers Company; A. 
D. Welch, New York Telephone Com- 
pany. 


Represent Merchants 


Joseph Appel, John Wanamaker; 
Paul Murphy, Frederick Loeser & 
Co.; Herbert S. Waters, James Mc- 
Creery & Co.; Milton Klein, B. Alt- 
man & Co.; Paul Nystrom, professor 
of marketing, Columbia University, 
and E. R. Trangmar, policyholders’ 
service bureau, Metropolitan Life In- 
surance Co. 

Publishers’ Association represen- 
tatives on the committee were: Rob- 
ert Cresswell, New York Herald Tri- 
bune; F. A. Walker, Sun; Harry 
Brown, Evening Post; Frank L. 
Tripp, Brooklyn Daily Eagle; Louis 
Wiley, Times; Ray A. Huber, World 
Telegram; Leo McGivena, Daily 
News; T. J. White, Hearst news- 
papers; and E. L. Moore, Brooklyn 
Times. 


New York Printers 
to Reduce Scale 


With the expiration of the contract 
between New York Printers League 
and Typographical Union No. 6 Oct. 
1, the employing printers have an- 
nounced that they will reduce wages 
25 per cent effective Oct. 15, unless 
a compromise agreement is made pos- 
sible before that time. 

The employers have also agreed 
to do away with the priority rule 
Oct. 1. 


Joins Free & Sleininger 

H. P. Peters, for two years with 
Chicago Tribune, has joined Free & 
Sleininger, Chicago, radio station 
representatives, as manager of sales 
promotion and research. 


Plan “Iowa Day” 


Des Moines Advertising Club is 
completing plans for “Iowa Day,” to 
be held Oct. 11. Ross Dalbey heads 
the promotion committee. 


The retail trading area as defined by a joint committee of New York 
Merchants’ Association and New York Publishers’ Association after six 


months’ study appears at the left. 


Above is the New York market, as 


shown on the standard market survey of Bureau of Advertising, A. N. P. A. 


Cadillac Salesmen 
P Set Own Quotas 


J. C. Chick, general sales mana- 
ger, Cadillac Motor Car Co., Detroit, 
has devised a contest in which sales- 
men compete only with themselves. 
Each salesman submits a list of his 
five best prospects in five ten-day 
periods, graded according to the 
chance he thinks he has of making 
the sale. 

If he sells prospect No. 1, his re- 
ward is a check for $50, plus his 
usual commission. Other sales net 
him $35 extra, and for sales not on 
the list the prize is $25. 


U. S. Chamber Fights 
Government in Business 


Government must,be taken out of 
the business field and kept out, a 
special committee of the U. S. Cham- 
ber of Commerce has reported to the 
chamber’s board of directors. 

Government enterprise enjoys so 
many advantages as compared with 
private business that individual en- 
terprises cannot hope to compete 
with it, the report said. 


Comings to Report 
Ideas for Plymouth 


A. V. Comings, former business 
paper editor, will be “idea reporter” 
for the “Album of Ideas” which 
Plymouth Motor Corporation will dis- 
tribute weekly to members of the 
Plymouth Salesmen’s League. A 
monthly magazine, “The Yardstick,” 
will also be published. 


New Yorkers Win 
Athletic Awards 


Otto E. Elble received the Wil- 
liam H. Rankin Golf Trophy for the 
ensuing year at this week’s meeting 
of the Ad Post No. 209, New York. 

Medals for bowling were awarded 
Cupples & Leon Company and Roy 
Schultz, the Blackman Company. 


Release Two Campaigns 


L. H. Waldron Advertising Agency, 
San Francisco, is releasing a news- 
paper campaign in Pacific coast cities 
for Mor-Pak Preserving Corp., San 
Francisco, figs. Radio, newspapers 
and direct mail are being used for 
Lakeview Pines Co., San Francisco, 
mountain cabins and sites. 


T. M. Mills to Teach 


Taylor M. Mills, of Batten, Barton, 
Durstine & Osborn, Inc., New York, 
has been engaged to teach advertis- 
ing and marketing at the Seth 
Boyden School of Business, Newark, 
N. J. 


Lawrence to Speak 
David Lawrence, editor of the 
United States Daily, Washington, 
D. C., will address the Bond Club of 
New York Oct. 4. 


Weekly Becomes Daily 


Northern Virginia Daily, Stras- 
burg, Va., made its initial appearance 
Sept. 15. It was formerly a weekly. 


Wall Paper Men 
Banish Code to 
Protect Public 


Chicago, Sept. 29—The wall paper 
industry has improved its position 
to some extent by banishing codes in 
favor of plain figures on samples, it 
was revealed at a meeting of the 
National Wall Paper Wholesalers’ 
Association at the Bismarck Hotel 
this week. 

The association alleges that un- 
scrupulous dealers formerly sold 
wall paper at one cent a roll, mak- 
ing up the loss by overcharging on 
border and ceiling paper. 

The organization used 4a single 
280-line advertisement in the Chicago 
Daily News last week to apprise the 
public of the new plain marking, 
but this will be the extent of its 
advertising for the present. A cam- 
paign to be backed by the entire in: 
dustry is a possibility for next 
spring. 


Four Newspapers 
Name Representatives 


American, Canon City, Colo., has 
changed its name to News & Ameri- 
can. Thomas F. Clark Company has 
been appointed national representa- 
tive. - 

Record, Lawrenceville, Ill., has ap- 
pointed Geo. B. David Company in 
the national field; Advance-Star, Bur- 
lingame, Cal. has named M. C. 
Mogensen & Co.; and Public Ledger, 
Maysville, Ky., has named Fred 
Kimball, Inc. 


Teach Commercial Art 


The advertising classes at Univer- 
sity of Denver this year include a 
class in commercial art, under the 
direction of Frank L. Phillips. W. J. 
Loeffler, advertising manager, Gano- 


Downs, and C. B. Roth, McCann- 
Erickson account executive, are 
again instructing the advertising 
classes. 


Fight Racketeering 


“Advertise to help your business— 
contribute to help a cause,” is the 
slogan being used in a campaign 
against “racketeer” advertising spon- 
sored by Alvin Gillett, secretary, 
Madison, Wis., Association of Com- 
merce. 


Bingham Expands 
After 43 years in business, 
Hagopian Photo Engraving Co., New 
York, has liquidated. The personnel 
and sales staff has joined Bingham 
Photo Engraving Co., New York. 


Name Hirshon-Garfield 


Bronston Green Co., New York, 
“Breez-way” straw hats, has placed 
its account with Hirshon-Garfield, 
Inc., New York. 


MONTHLY REPORT 
10 BE AIRED AT 
A.B. C. MEETING 


Revision of Newspaper Form 
Another Issue 


Chicago, Sept. 29.—A possibility 
that advertisers will support the 
policy of Lord & Thomas of asking 
monthly circulation statements from 
magazines and other periodicals, ex. 
cept newspapers, looms as the annual 
meeting of the Audit Bureau of Cir. 
culations, to be held here Oct. 20-21, 
approaches. 

Revision of the A. B. C. newspaper 
form, including a differentiation of 
insurance policies from other types 
of premiums, also will be a live sub. 
ject. A directors’ committee has been 
working on revision of this form for 
some time. If its work is completed 
it will conduct a poll by mail before 
the meeting. Otherwise, the subject 
will be an issue at the annual gath- 
ering. 

Ex-Governor McKelvie, of Ne. 
braska, publisher of Nebraska 
Farmer, will be a speaker at the 
meeting. He will choose his own 
subject. 

The Association of National Ad- 
vertisers has evinced a lively inter- 
est in the Lord & Thomas system of 
demanding monthly circulation state- 
ments from magazines and farm pa- 
pers as soon as any issue was dis- 
tributed. 

The A. N. A. considered the wis- 
dom of asking the A. B. C. to under- 
take this work. After consultations 
with the A. B. C., however, the A. 
N. A. decided to withhold any re- 
quest until it was seen what the 
Chicago meeting would bring forth. 
Action from both the advertisers’ and 
publishers’ divisions is a possibility. 

Lord & Thomas originated their 
plan to protect advertisers in the 
face of rapidly changing circulations. 
The agency argued that if a maga- 
zine fell below its circulation guar- 
antee, the rebate should be made im- 
mediately and not after the A. B. 
C. report was issued some months 
later. It therefore provided pub- 
lishers with forms on which to make 
the monthly reports on which pay- 
ment is based. 

Some publishers resisted the new 
demand, though the majority have 
acceded to it. One by-product has 
been a -suit by Lord & Thomas 
against a farm paper, alleging its 
monthly report failed to coincide 
with the A. B. C. statement received 
later. 

Lord & Thomas say the innovation 
not only keeps the client out of the 
banking business, but gives it a clear 
picture of what is happening to cir- 
culations, enabling the agency to 
plan for the future more accurately 
than has been possible heretofore. 


Vizetelly Writes 
on Uses of Words 


Funk & Wagnalls has published 
“How to Use English,” by Frank H. 
Vizetelly, Litt.D., LL.D., editor of 
Funk & Wagnalls New Standard Dic 
tionary; editor of the Literary 
Digest’s Lexicographer’s Easy Chair, 
and author of many books on English. 


Liggett Drug Chain 
Faces Reorganization 


Louis K. Liggett Company, New 
York, has notified its landlords that 
disaster is imminent unless they ad- 
just real estate leases to present 
conditions. 

The drug chain blames failures of 
sub-tenants for its financial plight. 


Claim Speed Record 


Universal Radio Productions, Chi- 
cago, claims a new record for speed 
in recording programs “off the air,” 
when a Fu Manchv broadcast this 
week was listened to by the original 
radio cast less than an hour after 
the program ended. 
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For the special attention of 
Food Product Advertisers — 
but nobody is barred! 


About white horses 


eating more than 
black horses— 


J OKE, early Moran and Mack period: 
About the colored man who was of the opinion that the 
white horses on the farm ate more than the black horses— 
Because there were more white horses! 
It’s not so silly, if you think it over. 


Tue food product advertiser is accustomed to pick 
white horse media—media which eat more. 

He needs a volume audience because he has a volume 
market, served by large numbers of small outlets. He 
wants women readers, because women are the food buyers. 
And he wants the most for his money. 

Consequently, in most markets his white horse medium 
isa p.m. paper. There are more white horses in the field. 

But to assume that white horses always eat more than 
black ones—or that evening papers always furnish the best 
access to his market—is Moran and Mack logic. 

Some food product advertisers do reason that way! 


Tuere are two outstanding markets where black 


~ horses eat more than white horses, where the evening paper 


is not the largest circulation, the preferred paper or the 
dominant medium. 

One of them is Chicago, where two morning papers 
have more circulation than four evening papers. In Chicago, 
the newspaper with the largest circulation, the densest 
coverage, the most retail advertising, and the largest response 
to women’s features is a morning paper! 

And another market where black horses eat more is 
New York—where five morning papers have almost double 
the total circulation of four evening papers! 

In New York, one morning newspaper at the present 
time has almost as much circulation as the three largest 
evening papers combined! This same morning paper leads 


= 
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in density of circulation, in family coverage in the city and 
suburbs, in retail advertising, and in response to women’s 
features! This newspaper is The News! 


To many of the largest food product advertisers, who 
know the New York market, who have branches and 
independent sales representation here, The News has been 
a fair-haired medium for years. But to other advertisers not 
so close to the scene of action,—we suggest The News as a 
winning dark horse! 

The News alone gives majority coverage. Its 1,400,000 
weekday circulation reaches two out of three city families, 
and one in five in the suburbs. To buy as much circulation 
in evening newspapers as The News offers, costs $1.00 more 
per line! 

The News reaches more women than any other news 
paper in America. It draws more response from women 
readers to editorial features and to keyed advertising than 
any other newspaper in America. And it must make sales 
—or it would not be the first choice of local retail advertisers! 

Lastly, it has the lowest milline in New York. 


lr you are not getting the action from advertising 
in New York that you should; if your appropriation is not 
what it once was—find out what The News can do for you 
in New York. Once you know, there will be no doubt 


about which horse eats more in New York! 


TH F N f WS 7 New York's Picture Newspaper 


220 EAST 42nd STREET, NEW YORK 


Kohl Building, San Francisco + Tribune Tower, Chicago 


@ HABIT 
is 
a 

@ LUBRICANT 
devised 
by 

@ NATURE 
to save 
the 

@ MENTAL 
machinery 
from the 

@ WEAR 
and tear 
of 

@ THOUGHT. 
But habit 
cannot 

@ COMPLETELY 
substitute 
for 

@ THINKING! 
Habit, 
custom or 

@ FORMULA 
suffice 
for 

@ ROUTINE, 
but 


nae 


miss on 

@ EXCEPTIONS. 
And 
this 

@ NEW YORK 
market 
is 

e@ ALWAYS 


exceptional! 
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Liberty Takes 3 New Steps 


to Help Your Advertising Get 
Its 1933 Dollar’s Worth 


1. A rate and circulation readjustment. 


2. A separation of Canadian circulation from 
the total edition, enabling advertisers to: 
(a2) Replate for Canadian addresses, 


signatures or entire advertise- 
ment in the Canadian edition. 


(b) Buy only the Canadian edition. 
(c) Buy only the circulation exclu- 
sive-of-Canada. 


3. A heavier cover paper stock. 


A Rate and Circula- 
tion Readjustment 


Circulation guarantee adjusted 
from 2,310,000 to 2,174,000. 


Black and white page rate 
adjusted from $4,250 to $4.000. 


Black and white rate per page 

er thousand remains unchanged 
at $1.84. (Lowest of any major 
magazine.) , 


Two color rotogravure rates 
proportionately adjusted.... 
Process color, back cover and line 
rates per thousand still further 


reduced. 
* 


AGAZINE sales, like the 

sales of other commodities, 
are affected by general business 
conditions. 

Thirteen major magazines in to- 
tal, for the six month period end- 
ing June 30, 1932, are off some 
1,400,000 circulation from the six 
month period ending June 30, 
1931. 

Liberty, for the same period, 
shows a loss of about 200,000 
circulation. 

As in the case of other commodities, 
however, normally declining magazine 
Sales are susceptible to restraining 
Sales pressure. Thus, while these 
magazine circulations, in total, have 
declined 5 per cent, their newsstand 
circulations are down 14 per cent, 


while subscription circulations are 
down less than 1 per cent and ‘boy 
circulations are actually up 2 per cent. 


Operating under the long estab- 
lished Macfadden Publications In- 
corporated theory that forced cir- 
culations are uneconomic for both 
seoggac wed and advertiser, Liberty 

as adopted none of the well- 
known means toward pushing up 
‘“‘boy’’ circulations or putting on 
subscriptions. It has continued to 
follow the policy of letting circu- 
lation find its level normal to the 
times. It believes that such circu- 
lation, regardless of quantity, will 
hold greatest profit ioe the adver- 
tiser — and, automatically, for 
Liberty. 


It is interesting to note, in this con- 
nection, that while Liberty's news- 
stand or completely supply-and-de- 
mand circulation has declined only 7.5 
per cent (compared to a 14 per cent loss 
for the 13 major magazines) its ‘boy’ 
circulation has declined 12.4 per cent 
(compared to an increase of 2.4 per 
cent for the total of all other magazines 
using boys) and its subscription cir- 
culation is still only one per cent of its 
entire circulation (while the subscrip- 
tion proportion of the total of the other 
leading magazines has increased from 
55 per cent to 57.3 per cent) 


New conditions are best met by 
full recognition of them. Adver- 
tisers who bought Liberty on the 
basis of 1931 circulation are nat- 
urally protected by normal rebate 
arrangements. But rather than 
drive for a circulation volume ap- 
propriate to conditions no longer 
existent, Liberty, effective with 
its September 3rd issue, reduces its 
guarantee from 2,310,000 to 
2,174,000 and its black and white 
page rate from $4,250 to $4,000. 
(Two-color rotogravure is ad- 
justed proportionately . . . . Proc- 
ess, cover and line rates are still 
further reduced.) 


While the guaranteed black and 
white rate-per-page-per-thousand 
remains at $1.84 (the lowest of 
any mass magazine), the actual 
black and white rate-per-pa ge-per- 
thousand for circulation delivered 
will undoubtedly go still lower. 
Because: 


Under the old 2,310,000 guaran- 
tee, advertisers could hardly ex- 
= an excess of circulation so 

ong as present business conditions 

continue. Their actual rate would 
be rather definitely fixed at $1.84. 
With the new 2,174,000 guaran- 
tee, it is highly probable that a 
substantial bonus will be deliv- 
ered. As this is written, the ad- 
vance print order has been raised 
to 2,540,000. Actual delivery, at 
this moment, is in excess of 2,205,- 
000. Giving an immediate bonus 
of more than 30,000. Lowering 
the black and white rate-per-page- 
per-thousand for currently eae 
ered circulation to $1.81. 

In addition to the rate readjust- 
ment in black-and-white and two- 
color rotogravure, the further re- 
duction in process color, back cover, 
and line rates brings four-color 
process down from $3.25 to $3.22 
a thousand; two-color process 
from $2.60 to $2.58; back cover 
from $4.33 to $4.23. The line rate 
drops from $11.00 to $10.00, low- 
est of any leading flat sized 
magazine. 

For your convenience, the fig- 
ures involved are tabulated below: 


Table 1— New Rate Schedule 


A Separation of 
Canadian Circu- 


lation from the 
Total Edition... 


Involving three 
opportunities: 


1 An advertiser buying com- 

* plete Liberty circulation may 
have his address, logotype, copy, 
or even entire layout (but not 
product, size of space, or date of 
issue changed for Canadian edi- 
tion, with no extra cost other 
than a service charge (non-com- 
missionable) of $25.00 for units 
up to and including one column 
and $50.00 for units over a col- 
umn and up toa page. This a 
plies to color as well as black- 
and-white, rotogravure as well 
as letter-press. Effective im- 
mediately. 


y Advertisers especially inter- 
* ested in Canada alone, may 
buy Liberty’s Canadian circula- 
tion, exclusive of the remainder 
of Liberty’s circulation. This 
makes available the only weekly 
magazine circulation in Canada 
(130,000 guaranteed, 150,000 cur- 
rently delivered and growing) at 
a rate ($450 a page) producing a 
cost soul of er-thousand 34 
per cent less than that of any 
other Canadian magazine. It 
makes available the only single- 
copy, issue-by-issue demand type 
magazine circulation (63.2 per 
cent newsstand, 36.6 per cent 
““boys’’, .2 per cent subscription) 
in Canada; the only largely urban 
circulation in Canada (82 per 
cent in the 33 largest Canadian 
cities). Effective immediately. 
3 American advertisers without 
* business interests in Canada, 
or for whom Canadian business 
conditions make Canadian adver- 
tising uneconomic, can eliminate 
Liberty's Canadian circulation 
and effect a definite saving in ad- 
vertising costs. Circulation of 
2,044,000 exclusive of Canadian 
circulation, is guaranteed, at 
$3,900 a black and white page; a 
saving of $100 a page. EFFEC- 
TIVE WITH ISSUE OF JAN- 
UARY 7, 1933. 


. Four Color | Two Color | Two Color 2% Page , Page Page Page 
Circulation) B. & W. Back Cover Process Process oto Two Color | Two Color B & W. B a W. Agate 
MAGAZINE Aye Page Page Page Page Roto Roto Line 
Average Rate Rate Rate Rate Rate Rate Rate Rate Rate Rate 
Rate |perM| Rate |perM| Rate |perM| Rate]|perM| Rate |perM| Rate |perM| Rate |perM/ Rate |perM| Rate |perM 
it BPoccccccsccecesscs 2,310,385 |$4,250/$1.84/$10,000/$4.33/$ 7,500|$3.25|$6,000|/$2.60|$5,000/$2.16/$3,350|$1.45|$1,675|$ .72|$2,850/$1.23|$1,425 $ .62/$11.00 
Liberty (New Rate Basis)| 2,174,000 |$4,000/$1.84/$ 9,200|$4.23|$ 7,000|/$3.22|$5,600|$2.58/|$4,700|$2.16|$3,135|$1.44/$1,570/$ .72/$2,667|$1.23 1,334|$ .61/$10.00 
=z —— ed =" nd ————— fn >——__—_4 
Saturday Evening Post. .|2,891,571/|$7,200|$2.49|$13,500|$4.67|$10,350/$3.58|$8,550|$2.96 . - - - - - - - - $12.00 
BGO AGB. cccccccsscs 2,700,000 2.67 5.00 3.83 3.17 
Collier's... obocscesecese 2,283,389 |$5,200|$2.28|$ 9,600/$4.20|$ 7,600/$3.33/$5,950/$2.61 - - - - - - - a - - $ 8.00 
Rate Basis............ 2,000,00: 2.60 4.80 3.80 2.98 
Literary Digest TTT T TT Te 1,416,259 /|$3,000|/$2.12|/$ 6,000/$4.24|$ 4,500/$3.18/$3,750/$2.65 - - - - - + |$2,050/$1.45|$1,025|$ .72|$ 7.00 
Rate  6a3:0-5 06508 1,400,00: 2.14 4.29 3.21 2.68 1.4 73 
American tsteeeeeeeeeee 2,044,898 |$4,500/$2.20|$ 9,000/$4.40|$ 7,650/$3.74/$5,400| $2.64 - - - - - + |$3,060/$1.50\$1,530/$ .75|$11.00 
BEE Bis 0650 cc cees 1,800,00 2.50 5.00 4.25 3.00 1.7 85 
Cosmopolitan.......... 1,679,825 |$4,200|/$2.50/$ 8,800|/$5.24/$ 7,000|$4.17/$5,300/$3.16|  - + |$3,600}$2.14) - + |$2,900|$1.73/$1,500|$ .89|$10.75 
I 65666500055 1,550,00 a7 5.68 4.52 3.42 2.32 1.8 -97 
Trae Story ......0ccc0e00 1,917,865 |$4,000|$2.09/$ 9,000|$4.69/$ 6,750) $3.51/$5,200|$2.71 : : - |$2,800/$1.45|$1,400/$ .73/$11.00 
2 eee 1,800,000 2.22 5.00 3.75 2.89 1.56 ys 
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October 1, 1932 


ADVERTISING AGE 


The Advantage of Replating for the 
Canadian Edition of Liberty 


HE establishment of Canadian branch 

plants to avoid the high duties of the 
Canadian tariff has not fully solved the 
sales problem of the American manufac- 
turer in Canada. 

Before they will buy, Canadians fre- 
quently ask for not only the right price, 
but assurance that the goods are ‘‘made 
in Canada.”’ 


Particularly since the passage of the Haw- 
ley-Smoot tariff bill, Canadian nationalistic 
feeling has run high. The recent Empire 
Trade Conference at Ottawa has done much to 
crystallize Canadian sentiment in favor of 
Canadian goods. Visitors to Canada know 
that no window or counter display is complete 
without the slogan: ‘‘Buy Canadian Made 
Merchandise.”* 


In order to emphasize the Canadian 
origin of their branch plant made prod- 
ucts, American concerns have recognized 
the value of employing native Canadian 
sales personnel, frequently preparing copy 
especially for Canadian readers and plac- 
ing it in Canadian magazines and news- 
papers. 

Although most of these manufacturers are 
extensive advertisers in American magazines 
circulating heavily in Canada, nevertheless, 
they have recognized their Canadian advertis- 
ing problem as a distinct and separate one. 
In many cases, they have even considered their 
American advertising as something of a lia- 
bility, tending, as it might, to contradict the 
idea of a ‘Canadian product.” 

Affected, itself, by the tariff situation, 
and believing in Canada, Liberty has been 
age its Canadian edition in Canada 
or the past five months, under the con- 
trol of Liberty Publishing Corporation of 
Canada, Ltd. Impressed by the growing 
spirit of nationalism as exhibited at the 
Trade Conference, Liberty discussed the 
situation with advertisers operating Ca- 
nadian plants, and came to the conclusion 
that these new advertising needs and 
equally new Fe -sopeae facilities might 
result in a radically new service. 

With requests for replating from sev- 
eral of the country’s biggest advertisers 


Buying the Canadian Edition 


TH United States enjoys the distinction of being 
the greatest magazine reading nation in the 
world. Inno other country have magazines achieved 
such huge circulation, either in total or in propor- 
tion to the population. American companies extend- 
ing their advertising activities to foreign lands are 
frequently amazed at the unavailability of ade- 
quately dimensioned mediums of the long lived, income 
selecting, artistically printed, low cost magazine 
type. A “‘national advertising campaign’’ in maga- 
zines, as it is known in the United States, has been 
relatively impossible elsewhere. 

Canada has been essentially a newspaper reading mar- 
ket. This most widely used type of medium affords ade- 
quate coverage, but must include the cost of the skim milk 
of mass with the top cream of class, limits the advertiser's 
opportunity for artistic reproduction to the facilities of 
newsprint and high speed presses—and is dead in a day. 
And no locally named newspaper regardless of outside 


already in its files, Liberty now formally 
offers the opportunity of changing adver- 


tisements in Canada without any cost ° 


other than a nominal $25.00 fee for space 
of one column or less and $50.00 for larger 
units up to and including a page. 

This makes available many immedi- 
ately discernible advantages. 

Every copy of Liberty sold in Canada bears 
the caption ** Printed in Canada’’ on the cover. 
Certain changes in standard format to conform 
with Canadian tastes and ideals have already 
been made. A Canadian editor supervises the 
editorial contents. As a Canadian product 
itself, Liberty offers to advertisers interested 
in Canada a nationalistic background. 

American advertisers with Canadian 

par ey can substitute their Canadian 
address and logotype in every copy of 
Liberty sold in Canada. 
_ In most cases, a price differential exists 
in Canada and, if the advertiser’s policy 
warrants, the Canadian price can be pub- 
lished in every Canadian Liberty. 

Some companies manufacture a spe- 
cially styled product for Canada. Such 
companies may change all illustrations 
for Liberty’s Canadian edition. 

Where Canadian advertising agencies are employed 
to produce characteristically Canadian copy and lay- 
out, these completely new advertisements Sovaiine, 
however, no change in size, oportions of space 
units or date of issue) may be substituted in Liberty's 

ian run. 

All orders and billing, however, will be in con- 
nection with the agency originating the basis con- 
tract for the combined American and Canadian 
circulation. Copy changes or completely new copy 
for the Canadian edition may be furnished by either 
agency at the advertiser's convenience. 

Closing date for the Canadian edition coincide 
with those for the total edition. 

Except for color process advertisements, no extra plate 
expense is involved since the Canadian edition is rotogra- 
vure throughout. Only photographs, drawings and proof 
of type are required. These should be delivered direct to 
Liberty Magazine of Canada, Ltd., 1244 Dufferin 
Street, Toronto. For any further details, address Liberty, 
420 Lexington Avenue, New York City. 

‘ause this replating service not only turns 
American advertising for Canadian-made products 
into Canadian advertising, but actually makes pos- 
sible the aggressive use of the most important maga- 
zine circulation in Canada, — place in the 
Canadian magazine picture may of particular 
interest. 


Alone as a Canadian Magazine 


circulation volume, can give an advertising campaign the 
“‘national’’ prestige that comes with a magazine. 

There are a number of well edited Canadian maga- 
zines, but their circulations are not essentially trad- 
ing center circulations. 

As Canadian advertisers know, the Canadian trad- 
ing centers bear little geographic relat onship to the 
vast area lying north of the International Boundary. 

A fringe of 33 cities, each of over 20,000 popula- 
tion, reaching from Halifax to Vancouver holds 
most of the urban population, and produces the 
major part of individual income tax returns and 
over-the-counter retail trade. 

In these cities, the five leading Canadian maga- 
zines deliver from 40% to 62% of their circulation. 

Here, Liberty delivers 82% of its Canadian Edition 
circulation. 


Complete figures based on latest available data follow. 


Table 2— Canadian Trading Center Circulation 


Issue 
Liberty (Canadian DA Disc cscccceseccvcccssecccns Ets Saee 
eccccccccecees peahebsnewsneseensnnecsascuee aa ae 
a, fee. 1931 


* Dec. 1931 
.. Apr. 1930 


.-Dec. 1931 
*Present circulation guarantees are higher—see Tables 3 and 4. 


Canadian Home Journal.........++seeeeee 
Cena jan Magazine.......+.+seeeeeees 


BIMCrcecseseceersssevee 


National Home Monthly.... po sece ‘ene 


Circulation In 


Total 33 Largest Cities 
ation* Volume Per Cent 
131,728 107,500 ret 
160,15 77,297 48.3 
52,917 94,296 61.7% 
100,903 47,075 46.7 
120,162 73,324 61.0 
140,151 56,163 40.1 


The 33 | Canadian cities as listed by Standard Rate & Data Service are: Montreal, Toronto, Vancouver, Winnipeg, Hamilton, Quebec, Ottawa» 
Gaieery, Unnneaen, toate, Windsor, Halifax, Regina, St. John, Saskatoon, Victoria, Three Rivers, Kitchener, Brantford, Hull, Sherbrooke, Fort 
William, St. Catherines, Westmount, Kingston, Oshawa, Sydney, Sault Ste. Marie, Peterborough, Moose Jaw, Guelph, Glace Bay, Moncton. 


Placement, of course, is not enough. Ads must be 
seen—not merely received in the home. The Reader 
Interest in a magazine's circulation has long been 
estimated from the means used to secure that cir- 
culation. 

It is generally admitted that newsstand or full 
Price, take-it-or-leave-it type circulation is the best 

uarantee of real interest on the part of the reader. 
Boy vendor or ‘‘mobile newsstand"’ type of circula- 
tion, where the buyer must remake up his mind 
every issue, 52 times a year, and pay full retail price 
for each copy, has been considered second only to 
regular newsstand type circulation as a guarantee of 
reader interest. Subscription circulation, where the 
Magazine may be offered at a reduced price in con- 
ection with a “‘clubbed"’ magazine (usually of a 
different editorial appeal , making one of the two less 
likely to be of interest), with a free premium which 
easily may be of greater value and desirability than 
the magazine itself—such circulation may be less 
reliable as an index of reader interest. Under the 
best of conditions there is no guarantee that any 


reader interest in existence when the subscription 
was taken, will continue issue after issue, year after 
year. Single copy circulation, on the other hand— 
newsstand and boy sale—reproves its reader interest 
with the repeated act of pee each issue. 
With the exception of two Canadian magazines 
having 26% and 19% single copy circulation, all 
other leading Canadian magazines report less than 
7% of their circulation in this single copy clas- 
ee. meee et " ‘ 
Liberty sells 99.8% single copy, week-by-week, repeated, 
full price demand. iit “ 
The 25 investigations of what U. S. people read 
in the magazines they buy—recently conducted by 
Dr. George Gallup and Percival White, Inc.— 
showed that not only were Liberty's editorial con- 
tents more thoroughly read but that the average adver- 
tisement in Liberty enjoyed 17 per cent to 46 per cent more 
REAL, SEEN circulation than in other leading magazines 
of more of the subscription type. 
The comparative figures of circulation methods in 
Canada are shown in table 3. 


Table 3 — Canadian Circulation Methods 


Total Per Cent Per Cent 
News- Single Single Subscrip- Subscrip- 
. A.B.C. stand Co Copy tion tion 
Magazine Present Average  Circu- Circu- Circu- Circu- Circu- 
. Guarantee 6/30/32 lation Sales lation lation lation lation 
Maclean's 160,000 171,165 25,568 19,538 45,106 35% 126,059 73.65% 
_Effective 3/1/33 180,000 
Chatelaine 150,000 150,161 16,221 12,551 28,772 19.16 121,389 80.84% 
Canadian Home Journal 175,000 173,389 10,554 None 10,554 09 162,835 93.91% 
Conedi mmecuve 6/1 /33 seaeee 66 
nadian Magazine ,000 100,71 \. . . o . . 
National Home Monthly 3 3,097 1,272 4,369 4.34% 96,344 95.66% 
ective Oct. 1932 180,000 154,117 4,204 3,755 7,959 5.16 146,158 94.84 
LIBERTY (Canadian Ed.) 130,000 *131,728 82,263 48,164 131,427 99.77 301 23 % 
Present Delivery 150,000 *Issue of 2/27/32 


Placement and reader interest are two primary 
points of difference between magazines. But upon 
examining the advantages common to a// magazines 
(as contrasted to newspapers): long life, fine repro- 
duction and /ow cost, an added advantage in Liberty 
is discovered for Canadian advertisers. 


expensive subscription efforts need be employed, because 
the editorial cost is divided over a circulation in excess of 
two million, the advertising rate for Liberty's Canadian 
edition of 130,000, $450 a page, produces a cost per page 
per thousand 347% lower than that of any other Canadian 


Because the circulation demand is so pressing that no 


Table 4— Canadian Circulation Costs 


magazine. 
The detailed cost figures follow: 


: B. & W. Page Back Cover Four Color Page Two Color Page 
Magazine Circulation Rate Rate Rate Rate 
: Guarantee Rate perM Rate perM Rate cM te cM 
Maclean Seseececsceesecseseesse+ 160,000 910 5.69 1,700 10.63 1,300 $6.13 1,110 6.94 
: Effective 3/1/33 180,000 950 5.28 1,800 10.00 1,400 7.77 1,175 6.53 
Chatelaine DOeReesesdescooocorooe 150,000 850 5.67 1,700 11.33 1,250 8.33 1,050 7.00 
nadian Home Journal...... .+-175,000 985 $5.63 1,750 0.00 1,400 $8.00 1,185 $6.77 
A ffective 4/1/33 200,000 $1,090 5.45 1,950 9.75 1,525 7.62 1,315 6.57 
Canadian Magazine.............. 100, $595 $5.95 $1,100 $11.00 900 $9.00 795 $7.95 
Matlonal ome ae 
ective October 1932 180,000 $1,050 $5.83 1,850 $10.28 1,450 $8.06 1,250 $6.94 
LIBERTY (Canadian Edition) +» 130,000 $450 3.46 ; 850 ; 6.54 i 650 $5.00 ; Oot $3.85 
ptember Circulation Delivery.150,000 $450 $3.00 850 5.67 *$ 650 $4.33 500T $3.33 
% Page mL) Pape 
Two Color wo Color Fg Por re Page 

P Roto Roto &W.  & W. te 
Magazine Heian Ley . Roe ay A ane 
Rate Rate Rate te 
DERN Ri cscsvencsccncsqpenenccscunccacss - " - ~~ - a’ - - 1.30 
: Effective 3/1/32 ° ° ° ° - ° ° - 1.40 
Chatelaine......... rrr eeseceee © - - - . : . : 1.25 
Canadian Home Jornal.. os acres a - ° ° - . - - 1.45 
ective 4/1/33 ° ° e e ° e e . 1.60 
Cpapiinn Magelnts.css-srrrnnc cen ienss - - . - - - . - 85 

National Home Moashiy— a 
ective ober 1932 e e ° ° ° ° ° - 1.50 
LIBERTY (Canadian Edition).... cocceccee $335 $2.58 $179 $i-98 300 $2.31 150 $1.15 31:35 
sqncPtember Circulation Delivery......... $335 $2.23 $170 $1.13 $300 $2.00 $150 $1.00 $1.25 

'$650 rate applies to 4 color and 2 color process pages on inside covers only. _tRotogravure 


As will be seen from the table above, Liberty is 
the only Canadian magazine offering two color 
printing for double and single column advertise- 
ments. This gives advertisers in Canada the same 
advantage of color attention value in low cost space 
units now enjoyed by advertisers in the United 
States. 

Only Liberty's new rotogravure printing methods 
make this advance in advertising technique possible. 


This same rotogravure process means that adver 
tisers need undergo mo engraving expense—art work 
and proof of type being all that is required. 


* * * 


Liberty, more than any other American magazine, 
is qualified to offer a Canadian edition to Canadian 
advertisers. It has the largest Canadian circulation 
of any American magazine. 


Table 5 — Canadian Circulation of American Magazines 


a Canadian Circulation Canadian Circulation Canadian Circulation 
Liberty 131,728 (2/27/32) Sat. Eve. Post 74,332 (3/5/32) Ladies’ H. Jour. 59,040 tts 
130,000 (Guarantee American | 19,948 (Feb. 1932 McCall’s" 109,403 (Mar.1932 
— 150,000 (Sept. Del. Cosmopolitan 62,934 (Mar.1932 Pictorial Review 85,248 (Apr.1932 
Collier’s 42,280 $3/5/333 Delineator 75,436 (Mar.1932 True 0c, 94,050 (Feb. 1932 
Literary Digest 7,732 (4/9/32 Good H’s’k’ing 70,293 (Mar.1932 Wo’s. H. C’mp’n. 48,864 (Feb.1932 


Now, as a regular Canadian edition, with the 
necessary Canadian editorial formalities and the 
carrying of Canadian advertising, Liberty can 
logically be eg to enhance its position in the 
Dominion. Within three months of its move to 
Canada, Liberty circulation in Canada increased 
from 136,000 to 140,000—4,000 or 3 per cent. As 
this is written (September, 1932) current Canadian 


sales are reported at 150,000 or an increase of 10 per 
cent in the face of considerable circulation losses by 
most other American magazines. 

For further information, Canadian advertisers are 
invited to address Liberty Magazine of Canada, 
Ltd., Toronto Star Building, Toronto, or 420 Lex- 
ington Avenue, New York City. 


Lower Advertising Costs Made Possible Where Canadian Circulation 
is Undesirable 


When one figures the cost of outside-of-Canada 
circulation to advertisers not interested in Canada 
a considerable competitive disadvantage is obvious. 
Only advertisers who can make adequate use of 
Canadian circulation can profit from the heretofore 
normal practice of including Canadian circulations 
in the total net paid. Only such advertisers can en- 
joy the 10 se 2 ago quoted in the 
comparative rate schedules. Others actually pay a 
higher rate. 

Now that Liberty is printing its Canadian edition in 
Canada and the remainder of its edition in the United 
States, however, the use of Liberty's circulation exclusive 
of Canada is offered to advertisers not interested in Canada 
and who would like to take every money saving advantage 
for 1933. 

They will be guaranteed an exclusive-of-Canada 
circulation of 2,044,000 at the following adjusted 
rates: 


Saving 

Black and White Page $3,900 $100 

if Poke 7'300 ry 
age . 

Line ep a Te 
olor Page ‘ 

2 Color Page 5,460 140 

Back Cover 9,000 200 

2 Color Roto P: 4,600 100 

2 Color Roto % Page 3,070 65 

2 Color Roto 4 Page 1,535 35 


While the saving can not be directly proportionate 
to the decreased circulation because, as in the case 
of all other magazines, production costs are based 
on the combined American and Canadian press runs, 
the amount saved is a tangible one and, on large 
schedules, may be of considerable help to hard 
pressed budgets. 

The actual rates for usable circulation applying to 
advertisers not interested in Canada are as follows: 


Table 7 — Comparison of Exclusive of Canadian Circulation Costs 


Black Cost per Page 


Total Black 
. Circulation & White 

Magazine 1931 A.B.C. Page 

e Average Rate 
Liberty...........(New Figure) 2,174,000 $4,000 
Colliet’s..0sccee PPVTTITITITTT Ty el a 5,200 
Literary Digest............+++++1,416,259 3,000 
7,200 
500 
4,200 
7,000 
,600 
Ladies’ Home Journal....... 2,586,347 58,550 
MicCall’s......cc000 ooeecesvceesden ete $7,400 
Pictorial Review........ saeeeee 2,455,013 6,500 
Trae Stofy...scccccces ‘tekeuee 1,917,865 4,000 
Woman's Home Companion. . . .2,660,109 8,550 


Cost Circulation & White per M 
Page Exclusive of Page Exclusive of 
per Cana Rate nada 
1.84 2,044,000 3,900 1.91 ; 
2.28 2,241,109 5,200 2.32 
2.12 1,408,527 3,000 2.13 
2.49 2,817,239 7,200 2.56 
2.20 2,024,950 500 2.22 
2.50 1,616,891 4,200 2.60 
2.90 2,336,739 7,000 3.00 
2.95 »826,7 5,600 3.26 
3.31 2,527,307 8,550 3.38 
$2.90 2,445,270 $7,4 $3.03 
2.65 2,369,765 6,500 52.74 
2.09 1,823,811 4,000 52.19 
3.21 2,611,245 8,550 53.27 


Contracts for Liberty’s exclusive-of-Canada circulation will be accepted beginning with the issue of January 7, 1933 


Now, effective with the issue of November 26, 
1932 the cover stock of Liberty's entire circulation, 


Heavier Cover Stock 


When Macfadden Publications, Inc. acquired 
Liberty in April 1931, a progressive plan for me- 
chanical improvements was announced. Since then, 
inside letterpress stock, rotogravure stock, color 
insert stock and cover stock have been periodically 
stepped up in quality and in weight. Inks and press- 


exclusive of Canada, will be moved from 58 pounds 
to 70 pounds, an increase of 21 per cent in weight, 
with a proportionate improvement in bulk and feel. 

These forward steps are made possible by the 
steadily increasing support of advertisers who meas- 
ure their 1933 advertising problems in the light of 
1933 facts about business conditions and about 
magazines. For further details address 420 Lexing- 


work have been constantly improved. 


Libert 


f 


ton Avenue, New York City. 
America’s 
BEST READ Weekly 
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October 1, 1932 


MOVIES GLORIFY 
OUTDOOR SIGN 


Los Angeles, Sept. 29.—A painted 
display featuring an enormous 
“book” with four pages which can be 
turned is being tried out on Wilshire 
Boulevard in Hollywood by Para- 
mount Studios to add interest to lo- 
cal premieres of the studio’s current 
offerings. 

Each of the four double leaves in 
the “book” advertises a current at- 
traction, the leaves being turned by 
two beautiful girls dressed in elab- 
orate costumes. The attractions first 
displayed were Harold Lloyd in 
“Movie Crazy’; Maurice Chevalier 
and Jeanette MacDonald in “Love 
Me Tonight”; the four Marx broth- 
ers in “Horse Feathers,” and Marlene 
Dietrich in “The Blond Venus.” 

After any of these films has been 
shown at the local theaters, their 
pages are removed from the display 
and other attractions are substituted. 

First showing of the display, de- 
signed by Foster and Kleiser Com- 
pany, San Francisco, was held in 
true Hollywood fashion, with music, 
kleig lights, personal appearances of 
movie stars and speeches. 
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“LOVE ME 
TONIGHT” 


This unique display containing a “book” featuring four of Paramount's current attractions was given 
a typical Hollywood sendoff when it first appeared. The costumed girls shown at either side of the 
"book" turn the pages so that all four leaves may be seen. 


Reduce Truck Prices 


Continental-Diveo division of Con- 
tinental Motors Corporation, Detroit, 
has reduced prices on two models of 
house-to-house milk delivery trucks 
$230 and $130. 


Form Spectra Processes 

Archie McDonald, formerly with 
McDonald, Ramsdall & Wood, Detroit, 
and Don Wilson have formed Spectra 
Processes, Inc., with studios at 161 
Pallister Ave., Detroit. 


Air Line Shows Film 


United Air Lines is showing a 
film, “Across America in 27 Hours,” 


Scott Wins Promotion 


W. H. Scott, for 13 years with 
Duriron Company, Dayton, O., has 


before luncheon clubs, women’s! been named general sales manager, 
clubs, and other groups to promote|succeeding T. D. Slingman, Jr., re- 
air travel. signed. 


Beech-Nut uses the WLW 
Field Merchandising Service 


The well known “Chandu” program 
was the feature of the highly success- 
ful Beech-Nut five-night-a-week pro- 
gram over WLW — the Nation’s 
Station. 


THE CROSLEY 
POWEL CROSLEY, Jr., President 


HEN Beech-Nut placed its five-night-a-week program 

for broadcasting over WIL.W—the Nation’s Station—the 
Field Merchandising Service swung into prompt action. Field 
calls were made on grocery and confectionery wholesalers over 
a wide territory. Window streamers were placed in store 
windows. The radio program was thoroughly explained to 
proprietors of retail stores and their clerks. Dayton, Louis- 
ville, Cincinnati, Columbus and Indianapolis grocery chains 
were contacted and much special display cooperation obtained. 
Fourteen automobiles operated by the WLW Field Merchan- 
dising Service accomplished these most satisfactory results with 
the utmost dispatch. District managers of this client write 
enthusiastically about the help given them by the WLW 
Field Merchandising men. Write for the 72-page portfolio 
and full details of our plan. 


Near the center 
of Population 


Near the center 
of the Dial 


CINCINNATI 


RADIO CORPORATION 


Local Cammalen 
Opens National 
Field to Wings 


Louisville, Ky., Sept. 28.—AI- 
though Wings cigarettes, the 10-cent 
brand manufactured by the Brown 
& Williamson Tobacco Company, 
have had the benefit of some adver- 
tising, they are selling in tremen- 
dous volume at present without its 
aid, due to the inability of the fac- 
tory to catch up with orders. 

In commenting on this unusual 
merchandising situation, George F. 
Gouge, vice-president of Batten, Bar- 
ton, Durstine & Osborn, Ine., the 
agency which handles the account, 
emphasized the fact that Wings rep- 
sent exactly the type of goods com- 
mented on in a recent editorial in 
ADVERTISING AGE, “Advertising the 
Wanted Product,” in which the pop- 
ularity of another 10-cent brand was 
referred to. 

In describing the success of Wings, 
Mr. Gouge said: 

“Wings cigarettes were launched 
by the Brown & Williamson Tobacco 
Company in the early summer of 
1930, in an experimental way, in the 
Chicago area. They were offered as 
a 15-cent cigarette. The brand was 
supported by an intensive newspaper 
campaign for several months, and 
an immediate and wide distribution 
throughout the Chicago area was ob- 
tained. 

“As the campaign was entirely ex- 
perimental, no effort was made to 
widen the distribution beyond that 
area for a considerable time. Not 
only were several types of copy ap- 
peal experimented with, but different 
types of package containers were 
tried out. 


National Campaign Not Attempted 


“Later in the year, one or two ad- 
ditional towns were added for fur- 
ther experimental advertising, but at 
no time during this experiment was 
a national campaign either attempted 
or considered. The jobbers and re- 
tailers in various parts of the coun- 
try, however, became interested, due 
to this local campaign, and, with the 
understanding that there would be 
no aggressive advertising to support 
the brand at that time, considerable 
distribution was obtained in many 
areas throughout the country by vol- 
untary demands from the trade. 

“During this entire experimental 
period, Wings cigarettes were offered 
at the price of 15 cents. 

“Tt was not until the current year, 
1932, that the price of Wings was 
reduced to 10 cents. So fast did 
Wings sell, in fact, that the factory 
in Louisville was stepped up to a 
23-hour basis, and still was far be- 
hind orders. Wings quickly spread 
throughout the United States with- 
out the aid cf advertising. 

“They are, far and away, the lar- 
gest selling 10-cent cigarettes on the 
market. Recently, in the face of the 
steadily increasing, heavy demand, 
the company has opened up an addi- 
tional factory at Petersburg, Va., for 
the production of Wings.” 


Spaide Names Hill 
Advertising of Spaide Shirt Co., 
Butler, Pa., has been placed with 


Albert P. Hill Co., Pittsburgh. 


NO COPY FOR 5. 
YEARS: STARTS. 
BIG CAMPAIGN 


Detroit, Mich., Sept. 29.—Detroit 
Vapor Stove Company this week re- 
turned to national advertising after 
an absence of five years. With ex- 
tensive use of business papers, a 
full page in Good Housekeeping, a 
series of three advertisements in 
newspapers in more than 500 cities, 
window displays in 1,100 department, 
hardware and furniture stores, and 
co-operative dealer-dispatch of 500,- 
000 pieces of direct mail, the com- 
pany announced its nation-wide 
“Star Gas Range Good Housekeep- 
ing Demonstration Week.” 

Grace & Holliday, with whom the 
company has placed its account, is 
laying plans for an increased sched- 
ule which will include more women’s 
and general magazines. 

Two products, both gas ranges, 
will be advertised, the White Star 
and the Detroit Star. The last ap- 
pearance of Detroit Vapor in na- 
tional mediums was as the adver- 
tiser of Red Star oil stoves. 

The Good Housekeeping page in- 
cluded for the first time a picture 
of a product-test conducted in the 
Institute kitchens. The photographs 
were reproduced in the mailing 
pieces. 


32 Chains Organize 
Manufacturing Unit 


Worthall, Ltd, a manufacturing 
organization, has been formed by the 
32 chain store systems which are 
members of Affiliated Drug Stores. 

Toothbrushes, hair tonics and 
other items will be manufactured 
and sold in the stores of the affil- 
iated chain systems. 


C. E. Wylie Joins 
Don Lee Broadcasting 


C. Ellsworth Wylie, for six years 
vice-president and advertising direc- 
tor of Game & Gossip, Los Angeles, 
has become manager of one of the 
units of Don Lee Broadcasting Sys- 
tem, with headquarters in San Diego. 

Mr. Wylie was at one time vice- 
president of Emil Brisacher & Staff. 


Two Join Majestic 


Thomas H. Maginniss, formerly 
with Kelvinator, and B. L. Kulick, 
formerly with Specialty Wholesalers, 
Inc., Buffalo, have been added to the 
factory sales staff of Grigsby- 
Grunow Company, Chicago, Majestic 
refrigerators. 


Heater Sales Up 58% 


Sales of the heater division of 
Motor Wheel Corporation, Lansing, 
Mich., heaters and air conditioners, 
for the first eight months of 1932 
were 58 per cent ahead of 1931 sales 
during the same period, M. F. Cotes, 
sales director, reports. 


Southerton’s New Work 


,;Charles J. Southerton has re- 
signed from Albert Frank & Co., New 
York, to join the Wall Street office of 
the J. Walter Thompson Co. He was 
with the financial agency 17 years. 


Weyrauch with “Eagle” 


Martin H. Weyrauch, at one time 
published of the New York Graphic, 
has returned to the Brooklyn Eagle, 
where he was once assistant city edi- 
tor, as circulation director. 


New Humor Maazine 


The first issue of Pastime, a 
monthly of humor, puzzles and 
games, will be published next week 
by the Howard-Scott Publishing Co., 
New York. 


Jaeger Appoints 
Advertising of the Jaeger Com- 
pany, New York, wool and camel 
hair sportswear, has been placed 
with Redfield-Coupe, Inc., New York. 


Bennett Is Representative 

Walter J. Bennett has been named 
eastern representative of Office Equip- 
Chicago, 


ment Merchandiser, with 


offices in New York. 
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Accounts of Spencer Chain Stores, 


that street cars are no longer the 


Advertising Club of Seattle, Wash., 


October 1, 1932 ADVERTISING AGE ” 
DROMED ARY 10 Agency Gets Three A dvertisin g for the industry, reminding his audience| Seattle Club Has Contest 


MAKE PARTNERS 
OF HOUSEWIVES 


Supplies Packing Kits for 
Resale of Dates 


New York, Sept. 29.—To increase 
consumption of Dromedary dates 
through resale in stuffed and confec- 
tionery form by housewives and 
women’s educational, religious and 
social groups, Hills Brothers Com- 
pany will launch a home packing kit 
campaign with announcements Oct. 3 
over an N.B.C. hookup of 45 stations. 

With the beginning of its three 
afternoons a week program Sept. 26, 
the company made teaser references 
to a new home money making 
scheme, promising particulars Oct. 3. 
On that date those interested will be 
asked to forward a box top for a 
manual giving full instructions. 

The booklet gives a variety of 
recipes for date confections and 
covers every angle of the resale busi- 
ness from the building of a perma- 
nent clientele by the individual 
housewife to church fair possibili- 
ties. The plan is sewed up with an 
enrollment system to insure the use 
of Dromedary dates in the finished 
product and a price-setting, market- 
ing and packaging idea service for 
the housewife-manufacturer. 


Supply Packing Kits 


The fourth cover of the booklet is 
an order blank for the packing kit. 
It may be had for 25 cents, or for 10 
cents and six tops from 25-cent pack- 
ages. If desired, half a kit is sold 
for 15 cents. Repeat and bulk orders 
will be handled on the same terms. 

The kit contains materials to com- 
plete 12 professional-looking boxes. 
Included with the knock-down boxes 
are fluted paper cups, lining paper, 
pads and seals. 

The package promotion is expected 
to aid materially in cashing the 
market for personalized Christmas 
gifts with the touch of individual 
handiwork so dear to feminine 
hearts, and it is likely the company 
will supply its partners with special 
kits for Holiday packages. However. 
the campaign is projected on a year- 
round basis, and will be steadily mer- 
chandised throughout the date ad- 
vertising season from Oct. 1 to 
April 1. 

The home-work campaign is in 
charge of Pendleton Dudley & Asso- 
ciates, a New York publicity service. 

The radio program which opens 
the company’s advertising campaign 
this year is the Dromedary Caravan, 
an action love story of the Arabian 
desert. It was tested in New Eng: 
land last spring and increased sales 
in that area 18 per cent. 


To Increase Appropriation 


Arabia will also furnish the theme 
for comic section copy to begin 
shortly in Philadelphia, Washington, 
D. C., and Richmond, Va. The strips 
will recount the adventures of a 
hardy Arab shiek who attributes his 
Physical stamina to hearty indul- 
gence in Dromedary dates. The com- 
Ppany’s agency is Cecil, Warwick & 
Cecil, New York. 

Encouraged by enthusiasm for the 
home packing kit, the interest 
evinced in Arabian romance and ad- 
venture and a new patent on its 
process for pasteurizing dates, the 
company plans to return immediately 
to its 1928 advertising appropriation, 
the largest in its history. 

Newspaper advertising to appear 
shortly will feature the pasteurizing 
process as an additional guarantee 
of wholesomeness and _ insurance 
against waste from spoilage. It is 
said that dates so processed keep in- 
definitely. 


Poynter to Doremus 
William Poynter has joined the 
production department of Doremus 
and Company, San Francisco. 


Inc., Boston, shoes, and Aroostook 
Potato:.Growers and Packers of 
Maine, Inc., have been placed with 
Chambers and Wiswell, Inc., Boston. 
This agency has also been named to 
handle a New England radio cam- 
paign for Sears, Roebuck & Co. 


Two Join Associated 


Harvey R. Melott, former advertis- 
ing manager of Portland Telegram, 
has been appointed Chicago represen- 
tative of Associated Newspaper Color, 
Inc. G. C. Wagner, formerly in the 
national advertising department of 
San Francisco Examiner, has been 
named San Francisco representative. 


Raise Parcel Post Rates 


Rates on parcel post material will 
be raised from one to three cents, 
depending upon the weight and the 
distance, effective Oct. 1. 


Busses, Street 
Railways Urged 


Chicago, Sept. 29.—Local transpor- 
tation systems must advertise to 
“keep before the public the essen- 
tiality of our service and the rela- 
tive economy of its use as com- 
pared with individual transporta- 
tion,” Guy A. Richardson, general 
manager, Chicago Surface Lines, as- 
serted in his presidential address at 
the meeting of American Electric 
Railway Association here this week. 

Stressing the increasing competi- 
tion which local street car and bus 
systems must face from passenger 
automobiles, Mr. Richardson urged a 
nationwide program to rehabilitate 


fastest vehicles on the city streets. 
“We must continue to apply every 
possible improvement to obtain 
greater all-over speed with safety,” 
he said. “We must arouse public 
opinion to support measures of traf- 
fic regulation that will give us a 
clearer street in which to operate. 
“We must endeavor to build into 
cars and busses better facilities for 
the comfort and convenience of rid- 
ers and to improve roadway and 
rolling stock to attain smoothness 
and quietness in operation.” 
Delegates at the meeting voted to 
change the name of the group to 
American Transit Association, and 
to allow representatives of independ- 
ent bus operating companies to be- 
come members. 
Walter A. Draper, Cincinnati, was 
elected president. 


is promoting interest in its programs 
by means of a two-month contest, 
during which each of four “teams” 
will present two programs. 

The team making the best show- 
ing will be luncheon guests of the 
club after the contest. 


A. N. A. Admits Wander 


Wander Company, Chicago, Oval- 
tine, has been elected to membership 
in Association of National Adver- 
tisers. James G. McMillan, Wander 
president, will represent the com 
pany. 


Publish Bank Organ 


Bank of America, San Francisco, 
has begun publication of “The De- 
posit Builder,” for distribution to 
employes in its more than 400 banks 
in California. 


WHY MRS. SCHMALTZ’S SHADOW 
WEARS LONG PANTS 


THE SHADOW OF 


A MAN STANDS 


and criticize. 


BEHIND EVERY WOMAN WHO BUYS 


“CIORRY, Mr. Dilge, but 1 don’t 
want any more of that XXX 
Coffee.” 


Why should Mrs. Schmaltz, who has 
bought one brand of coffee steadily for 
two years, suddenly change her buying 
habits like this? 

The brand she is deserting is ex- 
tensively advertised in the one-sex 
magazines. Mr. Dilge, the grocer, gets 
a good profit on it, and likes to push it. 
He keeps the cans on the third shelf instead of the fifth 
shelf. This is known as Dealer Influence. 


But what chance has Dealer Influence when it 
bumps into Husband Influence? It is the latter force 
that is working on Mrs. Schmaltz. This morning her 
husband minced no words. He called the coffee “lousy.” 
And that was that. Every bean in the can could be 
autographed by the president of the company and Mrs. 
Schmaltz would still change her brand. 


Every sale is an Eternal Triangle. Three people are 
concerned in it. There is the salesman. There is the 
Buying Wife (who is said to purchase 85 per cent of the 
nation’s goods at retail). But there is also the shadow 
of a husband—invisible to the clerk but very real to 
the wife—standing by the wife’s shoulder, to prompt 


Behind Mrs. Schmaltz, and all the other wives who 
buy your product, stands a shadow, and the shadow 
wears long pants. If your advertising neglects to sell 
the shadow, your sales are imperilled. 


Advertisers who use Family Group magazines do not 
run this risk. Their advertising is read by both hus- 
bands and wives. But if they advertise in Redbook— 
one of the Family Group magazines—they reach both 
sexes for 30 per cent less than the cost of reaching one 
sex alone through other media. For every thousand 
copies of Redbook, by an actual count, are read by 
1480 women and 1420 men. 


Sell the family and you sell all. Redbook Magazine, 
230 Park Avenue, New York City. 
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RALSTON STARTS 
SAMPLING DRIVE 


St. Louis, Mo., Sept. 29.—Ralston 
Purina Company will open an exten- 
sive sampling campaign to cover all 
principal metropolitan areas in the 
country Oct. 5. Special attention is 
being paid to coverage of areas in 
which a high percentage of child 
population is found. 

Home owners will receive a sample 
of Ralston breakfast cereal, a cou- 
pon worth ten cents on the purchase 
of a full-sized package, and a copy 
of the “Ralston Fair and Square 
News,” a tabloid-style folder, de- 
signed to appeal particularly to chil- 
dren. 

Streamers for dealers’ windows 
are being distributed, and Ralston 
radio programs will be tied up with 
the sampling drive during the week. 

As a test of the relative effective- 
ness of distribution through regular 
organized advertising carriers and 
through messenger. service, both 
Western Union and a number of in- 
dependent distributing companies 
will be used in the campaign. 

In Chicago and adjacent territory, 
Big 4 Advertising Carriers will han- 
dle the work. Triple A Advertising 
Carriers will make the distribution 
in the St. Louis-Kansas City terri- 
tory. Los Angeles and San Fran- 
cisco will be covered by the Blum 
Agency, Los Angeles. Western Union 
messengers will be used in several 
other territories. 

As a follow-up of this campaign, 
the Ralston Company is laying plans 
for a sampling campaign featuring 
Rye Krispies. 


Super-Cold to Corning 


Northwest division of Super-Cold 
Commercial Refrigerator Co., Minne- 
apolis, has placed its account with 
Corning, Inc., St. Paul. 


Seaman-Patrick Wins 
Direct Mail Award 


Seaman-Patrick Paper Co., De- 
troit, has been chosen winner of the 
$100 award of Direct Mail Advertis- 
ing Association for the best direct 
mail campaign submitted in the 
1932 contest. Philadelphia Saving 
Fund Society, Philadelphia, won sec- 
ond honors, and Buick-Olds-Pontiac 
Sales Co., Detroit, was third. 

Their campaigns will be exhibited 
with those of 47 other companies in 
the “direct mail leaders exhibit” at 
the annual meeting of the group in 
New York next month. Judges in 
the contest were Ben J. Sweetland, 
New York; Claude M. Bolser, adver- 
tising manager, Henry Heide, Inc., 
New York, and H. F. Lewis, R. H. 
Donnelley Corp. 


Buffalo Women to 


Give Scholarship 


Buffalo League of Advertising Wo- 
men is sponsoring a competition 
among women high school graduates 
who desire to enter advertising. The 
prize is free tuition to the course in 
advertising at University of Buffalo. 

Contestants will be graded on the 
answers to eight questions, includ- 
ing: “Why are women particularly 
suited to the sdvertising field?’; 
“How does advertising serve the 
public?”’; “What do you consider 
three important points in judging a 
good advertisement?” “Why have you 
chosen to specialize in advertising?” 


“General Store 
Management” Started 


The first issue of General Store 
Management, Chicago, a monthly, 
will appear in October. C. H. Ander- 
son is the publisher. 

John Schwender, for six years sec- 
retary of John D. Ross and Asso- 
ciates, Chicago, publishers’ represen- 
tatives, has joined the advertising 
department. 


Chain to Advertise 


Daniel Reeves, Inc., operating over 
700 grocery stores in the New York 
area, has placed its account with 
Batten, Barton, Durstine & Osborn, 
Inc., New York. 


FOR THE GENTLEMEN OF PHILADELPHIA 


; 
] 
{| 
, 
} 


i 
| Od 
| aS 


} 
a 


=| WASHINGTON “Reviews his TROOPS at BROAD and CHESTNUT 
ail Ce bing 


WHEN WASHINGTON CHOSE 
BROAD AND CHESTNUT 


IN THE midst of the worst year of the Revolutionary 
‘War, General Georgt Washington chose wo give the 
city of Philadelphia a demonstranon of the strength 
‘of the Continental Army. 

It was expected that the review of the troops would 
be held at the Scare House Square. at Fifth and Chestnut sereets, 
for that was then the center of the city and of its business. 

But Washington decided otherwist. Perhaps he had in 
mind a declaranioa that had been made by William Penn, chac 
at Broad street, where it had its intersections with High street 
‘and Chestnut street, should be “ye middle of ye city.” 

At any race, Broad and Chestnut, “the Commons,” was the 
spot that Washington selected, and that is the spor that has 
now become, as Pena said that it should, “ye middie of ye cary.” 

Broad and Chestnut is an institution of Philadelphia, and 
remarkably so. It is one of chose things that, like the Assem- 
bly, the Seate in Schuythill, Wistar Parties, the Board of City 
‘Trusts, the Girard Estace, the First City Troop and the Union 
League are distinctive and peculiar and ancestral and incom- 
parable. They are such things as belong to Philadelphia and 
could never belong to any other city oo earth. 


about Philadelphia, all leading up 0 
‘seother institution, which will be 2 Men's Store, such as no 
other city in the world can have. 

Brosd and Chestnut! The sound of ic is known to all the 
world! The place where the gathering, separaung, mingling, 
changing multicades are forever in motion, and where, if 
you wait patiently enough, you are bound to meet whom: 
ever you wait to meet. 


headway in Philadeiphis. show « 
‘There were nawy sandals 


eral resaived 00 meet sit of the Marquis de Lafayene. 
these corcumatances wut one The General s ewort was the 
je Philadelphie Light Hore 

City Troop), ender for 


inersand the ways 6 


d 
Hoilingsworths ond many 


This is ome of a series of intimate statements, intended for the gentlemen of Philadelphia leading up to the 
pening of the Men's Store —Joha Wanamaker — af Broad and Chestnut Screets. The varrows statements 
wll describe certain occurrences and institutions that belong to this city ‘alone, and could never 
belong to any otber. The wext, a statement with regard te The First City Troop, uvil appear in a few days. 


JOHN WANAMAKER PHILADELPHIA 


One of the historic amuepe advertisements used in Philadelphia 


papers by John Wanamaker to 


introduce the new men's store. 


Use Radio for Cereals 


Newspapers and radio will be used 
in the fall campaign of Carnation- 
Albers cereals, which will be re- 
leased Oct. 10 by the Seattle office of 
Erwin, Wasey & Co. Daily broadcasts 
over NBC orange network and copy 
in coast dailies will feature the cam- 
paign. 


5. 


used. 


4.. 


Billboards proper are 10’ 6” high by 39’ long. 
long. They are illuminated at night by floodlights which flash on and off. The wording on the 
designs will be “Roger Smith Hotels,” “Stamford and White Plains,” “Rooms $2 to $3 single” 
and such optional phrases as “Outdoor Dining,” “Popular Priced Restaurants.” The hotels are 
three years old, fire proof and modern. The Roger Smith in Stamford is distinctly colonial in 
type. The billboards are repainted in March, July and November and designs submitted may be 
with any of these seasonal repaintings in mind. 


e Contest Rules e 


- Contest now open; closes November Ist, 1932, and decision will be an- 
nounced by November 15th, 1932. 


2. , For the best billboard design for the Roger Smith Hotels, submitted in 
* accordance with the specifications in this announcement the sum of $50.00 
will be paid. The Roger Smith Corporation also agrees to pay for any design 


3..The Judges will be.... 


Hugh Ferriss, 101 Park Ave., New York, leading architectural artist. 
Alfred Kastner, 501 Lexington Ave., New York, winner of the Kharkor competi- 
tion and second prize in the Palace of the Soviets competition. 


W. R. Needham, President of Needham & Grohmann, Incorporated, 11 West 
42nd St., New York, advertising agency specializing in hotel advertising. 


Designs or inquiries relative to the contest should be directed to O. A. 
deLima, President, Roger Smith Hotels Corp., Hotel Winthrop, 47th St. 
& Lexington Ave., New York. Telephone Wckersham 2-1400. 


e Specifications e 


for billboard design for 
Roger Smith Hotels 


Including frame they are 12’ high by 42’ 


HISTORIC SERIES 
HERALDS OPENING 


Philadelphia, Sept. 29—In true 
Philadelphia style, John Wanamaker 
is capitalizing on the opening of its 
new men’s store here early in Octo- 
ber with a series of full-page ad- 
vertisements in local dailies built 
around the history of Philadelphia 
institutions and civic enterprises. 

The copy is unique in that no sales 
talk appears. Mention of John Wan- 
amaker and the new men’s store is 
restricted, in one typical advertise- 
ment, to a casual reference in the 
text, the signature at the bottom, 
and the explanatory paragraph above 
the signature which reads: 

“This is one of a series of inti- 
mate statements, intended for the 
gentlemen of Philadelphia leading 
up to the opening of the Men’s Store 
—John Wanamaker—at Broad and 
Chestnut Streets. The various state- 
ments will closely describe certain 
occurrences and institutions that be- 
long to this city alone, and could 
never belong to any other.” A ref- 
erence to the subject of the next ad- 
vertisement to appear is also in- 
cluded. 

The copy was prepared by the 
Wanamaker organization, and the 
artwork is by Lyle Justis. A total 
of 13 advertisements in the series 
has already been seheduled. 

Making further capital of the 
opening of the new store, full pages 
in Vanity Fair, The Sportsman, Polo 
Magazine, Fortune, American Golfer, 
Town and Country, The Spur, and 
The New Yorker are being run in 
the October issues of the monthlies 
and at about the same time in the 
others. 

The magazine copy is handled by 
N. W. Ayer & Son, Philadelphia. 


Appoints Brisacher 


San Francisco office of Emil Bris- 
acher and Staff has been appointed 
to handle advertising of Bennett’s 
Silver Polish, product of E. W. Ben- 
nett & Co. 


Advertise “Living Music” 

Terre Haute, Ind., merchants co- 
operated in the publication of a spe- 
cial 20-page edition of Terre Haute 
Star Sept. 23, in celebration of “Liv- 
ing Music Day.” 


Art Directors 
Club Is Formed; 


Jones President 


Chicago, Sept. 29.—The Art Direc- 
tors Club of Chicago was formed at 
a meeting at the Art Institute last 
night, E. Willis Jones, Needham, 
Louis & Brorby, being elected presi- 
dent. 

Leonard Carey, Erwin Wasey & 
Co., was named first vice-president; 
Roy E. Washburn, McCann-Erickson, 
Inc., second vice-president; Marjorie 
Fletcher, Blackett-Sample-Hummert, 
Inc., secretary; and Charles H. Me- 
Dougall, Batten, Barton, Durstine & 
Osborn, treasurer. 

All are art directors except Miss 
Fletcher, who is art buyer. 

The club laid down a constitution 
and statement of qualifications 
which will be passed on by the mem- 
bership. Meetings will be held at 
6 p. m. every Wednesday, at which 
a sketch class will be addressed in- 
formally by guest artists. Business 
meetings will be held more rarely. 

Hays MacFarland, Chicago agency 
chief, addressed the initial gathering, 
asserting that such a club is of bene- 
fit to members, agencies, advertisers 
and the city in which it exists. 

All who join the club before Nov. 
15 will be accepted as charter mem- 
bers. 


P. A. A. A. to Hold 
Sectional Meetings 
Pacific Association of Advertising 
Agencies will hold territorial meet- 
ings in San Francisco, Los Angeles, 
and in the Pacific northwest during 
October. 


No general convention will be held 
this year. 


STYLE 


The style of an adver- 


tisement is determined 
by the particular thing 
it is to do; the partic- 
ular people to whom 
it must appeal; the 
particular environment 
in which it makes its 
appearance; and by 
the particular article 
or service it has to sell. 
Good typography em- 
braces all these things 


in determining style. 


+ 


Ben C. Pittsford Co. 


ADVERTISING 
TYPOGRAPHERS 


605 South Clark Street « « Chicago 
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FACE POWDER T0 
CAPITALIZE ON 
OTHERS’ VIRTUES 


New York, Sept. 29.—Making a 
virtue of compound imitation, Pond’s 
Extract Co. began an introductory 
campaign on its new face powder this 
week with the frank admission that 
it had deliberately copied the special 
qualities of three other higher-priced 
powders. No other claims for dis- 
tinctiveness are advanced, nor is any- 
thing said about new and momentous 
scientific discoveries. 

Appended to this confession is the 
information that the container, too, 
is not original, being a copy of the 
glass jars in which expensive French 
powders are commonly sold. It is 
plain and inexpensive-looking judged 
by American package standards 
applying to goods for mass consump- 
tion. 

What the potential consumers were 
accustomed to buying, however, had 
nething to do with the choice of the 
container. It was assumed that 
feminine shoppers had gazed long- 
ingly at the imported French goods 
often enough to have fixed the ap- 
pearance of this type of container 
firmly in their memory. 


Jar Is Transparent 


Besides the connotation of luxury, 
the Pond jar has a talking point in 
its transparency which reveals the 
four shades. This feature, which is 
illustrated and described in the ad- 
vertising, aids identification and 
helps the shopper make up her mind, 
a boon to the retailer. 

Advertising and a 10-cent sample 
jar are being relied upon to secure 
a trial of the new product. There 
will be no free sampling or combi- 
nation consumer deals of the powder 
and other Pond beautifiers. 

For a limited time dealers in resi- 
dential districts will be permitted 
to requisition a sample in a paper 
envelope with each jar. Where the 
buyer is uncertain the dealer will in- 
clude a sample envelope in the sale 
with the understanding that the un- 
opened jar may be returned for credit 
if the sample is unsatisfactory. 

The powder is packaged in three 
sizes for as many types of outlets. 
The dollar size is preferred by de- 
partment stores, the 50-cent size 
meets the requirements of the drug 
trade and the ten-cent size is in- 
tended for chain stores. 

Fall powder advertising will ap- 
pear exclusively in Harper’s Bazaar, 
Vogue and The New Yorker. Other 
copy covering the entire line is going 
currently to 16 other magazines and 
34 newspapers. 


Use Rotogravure and Color 


All magazine insertions are black 
and white pages. The American 
Weekly carries color pages and the 
other newspaper advertising is in 
rotogravure. The company broad- 
casts a dance music program Friday 
evening. 

The initial powder advertisement, 
which typifies the series, is head- 
lined, “We copied the perfect quality 
that made three costly powders 
famous.” Text reads in part: 

“We took three expensive powders 
famous in Paris and America each 
for one special quality. 

“We copied these three famous 
qualities—and created the new Pond’s 
face powder! 

“One renowned French powder is 
adored by smart women for its illu- 
sive, ravishing perfume. It costs 
$10.00. 

“Another is famous for its soft tex- 
ture which clings long to the skin; 
its price is $2.20. 

“The third, an American powder of 
great prestige, has perfectly blending 
skin tones that smart women of every 
type clamor for; it costs $3.00. 

“You can buy the new Pond’s at an 
incredibly low price—$1.00! This is 
the same policy which brings you 
Pond’s world-famous Cold and Vanish- 
ing Creams at such low cost.” 


N.A.R.D. Fights 
for ‘Fair Trade’ 
Bill, Sales Tax 


(Continued from Page 1) 


who are unwilling to maintain a 
fair sales policy should be con- 
demned and put where they belong. 

“The independent druggists of 
this country, acting as distributors 
for these manufacturers, and con- 
trolling approximately 70 per cent 
of the total sales in the drug busi- 
ness, have the power in their hands 
to bring these manufacturers into 
line. I believe that the time has 
arrived when this power should be 
exercised.” 

Prof. Florin J. Amrhein, Massa- 
chusetts College of Pharmacy, de- 
cried the tendency of independent 
drug stores to sell so many prod- 
ucts which can be purchased else- 
where, and the equally prominent 
tendency of other stores to sell items 
which should be in the province of 
the drug store. “Let’s be druggists 
first, and merchants afterward,” he 
urged. 


Sherman Resigns to 
Form a New Agency 


George C. Sherman, chairman of 
the board of Reimers, Whitehill & 
Sherman, Inc., New York, has with- 
drawn from that agency, and his 
name will be eliminated from the cor- 
porate title. 

With new and old associates, he 
has formed the George C. Sherman 
Co., Inc., to conduct a general agency 
business. Offices are at 183 Madison 
Ave., New York. 


Form Toronto Agency 


Denton Massey, former superin- 
tendent of Massey-Harris Co., Ltd., 
Toronto, and Donald F. Philp, for- 
mer advertising manager of William 
Wrigley Company of Canada, and di- 
rector of Lord & Thomas of Canada, 
have formed Philp, Massey and Com- 
pany, Ltd. Toronto, advertising 
agency. 


Starts Sales Service 


Herbert S. Waters, formerly sales 
director of Jas. McCreery & Co. and 
other large New York department 
stores, has formed the Waters Mer- 
chandising Corp., 16 East 42d St., 
New York, which will specialize in 
building distribution for manufac- 
turers through selected retailers. 


Editors to Meet 


National Conference of Business 
Paper Editors, of which Earl L. Sha- 
ner, Steel, Cleveland, is president, 
will meet in Washington, D. C., Oct. 
10. Conferences with Roy Chapin, 
new Secretary of Commerce, and 
other important national executives 
are on the program. 


“Philadelphia Bulletin” 


Cuts Rate, Column Size 


Philadelphia Bulletin, evening 
paper, has reduced its national adver- 
tising rate from 65 cents a line to 
6Z% cents, effective Oct. 1. 

The column width of the paper has 
been reduced from 121% to 12 picas. 


Packer Pays Dividends 


Regular quarterly dividends of 25 
cents a share on common stock of 
Packer Corp., Cleveland, have been 
voted. The usual quarterly dividend 
of $1 on common stock of Packer Ad- 
vertising Corporation has also been 
approved. 


Release Mapleine Copy 


The Seattle office of Erwin, Wasey 
& Company is releasing copy in na- 
tional magazines, farm papers, Ca- 
nadian magazines and business pa- 
pers for Crescent Mfg. Co., Seattle, 
Mapleine. 


New England Editor Dead 


Edmund E. Crowe, at one time 
owner of the Transcript, Derby, 
Conn., and for 20 years editor of 
South Norwalk Sentinel, died last 
week after a long illness. 


Erickson Joins Zenith 

Parker Erickson, former head of 
Burlington, Ia?, Advertising Letter 
Service, has joined Zenith Radio 
Corp., Chicago, as assistant adver- 


Designed Packer Display 


Einson-Freeman Company de- 
signed the Packer pyramid display 
shown in the Sept. 24 issue of 
ADVERTISING AGE, which was cred- 
ited to another company. 


Mathews with Agency 


Neilson M. Mathews, formerly 
with Curtis Publishing Co., has 
joined Donovan-Armstrong, Phila- 
delphia, in charge of new business. 


Start Cleveland Course 


Cleveland Advertising Club opened 
the fourteenth courme in its School 
of Advertising and Sales this week. 
Chas. W. Mears is dean of the school. 


Jackson Named 
Head of Mutual 


Insurance Group 


Columbus, O., Sept. 29.—W. E. Jack- 
son, Grain Dealer National Mutual 
Insurance Co., Indianapolis, was 
named chairman of the advertising 
conference, at the annual meeting 
here this week of National Associa- 
tion of Mutual Insurance Companies 
and Federation of Mutual Fire In- 
surance Companies. 

He succeeds M. P. Luthy, Lumber- 


men‘s Mutual Casualty Co., Chicago. 

Exhibits of mutual insurance ad- 
vertising and addresses by Homer J. 
Buckley, Buckley, Dement & Co., Chi- 
cago; Thomas H. Beck, vice-president, 
Crowell Publishing Co., and John B. 
Kennedy, associate editor of Collier’s, 
featured the meeting. 

Next year’s sessions will be held 
in Minneapolis. 


Simmons Broadcasts 


Wisconsin’s importance as a food- 
producing state was described Sept. 
28 by Harry Simmons, secretary of 
Milwaukee Advertising Club, in a 
broadcast over WISN in conjunction 
with Wisconsin Products Week. 


.. but DID you get 
the BUSINESS ? 


> 


— 


PHILADELPHIA 


What is your answer to old man 
stockholder? He’s hard-boiled; he 
knows the World War is over but he 
also knows equally well that he is in 
the middle of another war ...a war 
on waste. 

ee 


He wants dividends and he knows 
that dividends come from profits .. . 
sales returns that exceed sales ex- 
pense. In his present mood you can 
no longer interest him in fine-spun 
theories and a lot of advertising 
jargon. After the budget is spent 
there is just one thing he is going to 
ask you, “Did you get the business?” 


, » 


If your answer is “Yes,” then you 
don’t need to explain. But if your 
answer is “No,” the situation may 
become a little embarrassing. 


7 ¢ #¥ 


The Chicago Daily News gives you 
coverage a-plenty . .. intense and 
faithful reader interest . . . circula- 
tion in Chicago, in the evening, in 
the home, in the family, where it will 
do the most good . . . the net of which 
spells results! 


Chicago merchants who know more 
about the local Chicago newspaper 
situation, obviously, than anybody 
else, use The Daily News more 
than any other Chicago paper ... 
morning or evening. They use more 
space in The Daily News than in 
the two morning papers combined, 
and, for the most part, more space 
in the six-day issues of The Daily 
News than in the seven-day issues of 
any other Chicago newspaper. 


<2 


Everybody is asking, “Why does The 
Daily News get the advertising?” 
The answer is, “Because its adver- 
tisers get the results.” 


a 


The Chicago Daily News, with its 
circulation 96% concentrated ... no 
Scatterville . . . no pre-dates (tomor- 
row’s date on today’s paper) ... no 
premiums ... is astounding the ad- 
vertising and publishing worlds by 
piling up the biggest comparative 
advertising showing of any news- 
paper in the United States. 


THE CHICAGO DAILY NEWS 


CONCENTRATED QUALITY 


QUANTITY 


EVENING CIRCULATION 


National Advertising Representatives: GEORGE A. McDEVITT CO. 
250 Park Ave.. NEW YORK 


CHICAGO 
Palmolive Building 


DETROIT 


SAN FRANCISCO 
Monadnock Bldg. 


Financial Advertising Offices: fe 


tising manager. 


Record Bidg. 
Copyright, 1932, The Chicage Daily News, Ine. 


New Center Bldg. 


NEW YORK 
165 Broadway 


CHICAGO 
29 S. LaSalle Street 
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H. W. King, Newspaper 
Representative, Dies 


Harry W. King, president of Prud- 
den, King & Prudden, newspaper rep- 
resentatives, died in Montpelier, Vt., 
where he had gone in an effort to 
recover his health, Sept. 23. 

Mr. King was well known in news- 

paper and advertising circles, having 
served as advertising manager of the 
Republican, Scranton, Pa. the 
Union, Springfield, Mass., and as 
general advertising director of the 
Frank Munsey newspapers, before 
entering the representative field. 
“ Mr. King, who made his headquar- 
ters in Chicago, was a former presi- 
dent of Chicago Newspaper Repre- 
sentatives Association. 


Detroit Women 
Install Officers 


Officers of Women’s Advertising 
Club of Detroit installed at the first 
meeting of the season include Mrs. 
May VanderPyl, Advertising Letter 
Service, president; Ruth Y. Lichten- 


berg, station WWJ, vice-president; 
Margaret Moriarty, Detroit News, 
secretary, and Mrs. Ila Leonard, 


Michigan Farmer, treasurer. 
Edward R. Grace, president, Grace 
& Holliday, was the speaker. 


Designs Football Poster 


Pierce Calton, Woodburn Printing 
Co., Terre Haute, Ind., submitted the 
winning design for the football 
poster to be used this season by 
Indiana University. 


e MCW 


purchasing power! 


Iowa ranks second among 
the states in butter produc- 
tion, selling 220,000,000 
pounds annually. The re- 
cent 5c a pound increase in 
butter fat prices gives 
Iowans a huge new pur- 
chasing power! Get your 
share through the state- 
wide circulation of The 


@ Des Moines 


Register and Tribune 
245,241 Daily 


MOTOR MAKERS 
WATCH DIESEL 
ENGINE THREAT 


Detroit, Mich., Sept. 29.—Two com- 
mercial car manufacturers—Robert 
Gotfredson Truck Company, Detroit, 
and Indiana Motors Corporation, 
Marion, Ind.—have startled the auto- 
mobile industry with the introduc- 
tion of oil-burning Diesel engine mo- 
tor trucks. 

Now reports have filtered through 
to dealers that a new passenger car 
with a power plant that burns crude 
furnace oil will be offered to an 
economy-seeking public at the New 
York Auto Show. 

No more revolutionary step has 
been taken in the industry since the 
introduction of the self-starter. 

The Gotfredson line, “fours” and 
“sixes,” will be formally announced 
in Commercial Car Journal and local 
dailies next month. Advertising 
plans for the Indiana offering, a 
“six” designed for truck and tractor 
use, have not yet been definitely for- 
mulated, although trade and farm 
papers are said to be under consid- 
eration. 

The Diesel power campaign will be 
directed mainly to inter-city haulers, 
to users of trucks for heavy duty 


Yes . . . 69.19% of the sub- 
scribers to ARCHITECTURE are 
architects and engineers . . . be- 
cause ARCHITECTURE has al- 
ways avoided building up exces- 
sive circulation that has no pur- 
chasing power. Most of our sub- 
scriptions come to us through the 
mail and are renewed annually. 
Charles Scribner’s Sons, Publishers 


ARCHITECTURE 


Leading Professional Architectural Journal 
597 FirrH AVENUE New York 


The only advertising 
paper reporting all 
of the recent impor- 
tant rate changes 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 
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over long distances, to farmers, 
chain store operators and factories. 

Economy through use of crude oil 
instead of gasoline will be the watch- 
word of the drive. 


Tests Show Economy 


Tests, according to figures released 
by the Indiana concern, show cost 
for one month’s commercial opera- 
tion of a Diesel was $25.20, as com- 
pared to an average of $197.73 for 
gasoline powered trucks over the 
same route. 

Meanwhile, industry-wide interest 
is centered about a survey soon to 
be made by the Department of Com- 
merce concerning the development 
and use of these engines in foreign 
countries. Should the Government 
report be favorable, and should the 
two pioneering firms’ efforts meet 
with success, several other commer- 
cial car manufacturers are prepared 
to join the oil-burning caravan. 

The high Federal and state taxes 
on gasoline, which officials of the 
National Automobile Chamber of 
Commerce say directly affect passen- 
ger car sales, have been among the 
most influential factors in bringing 
about serious consideration of the 
Diesel by the entire motor industry. 
In addition to the organization which 
is said to plan introduction of its 
new car in January, every automo- 
bile factory in Detroit is known to 
be experimenting with the oil engine. 


Hope for Quick Action 


That the price of crude oil will 
rise appreciably with the anticipated 
increased demand, as did consumer: 
cost of gasoline with the growth of 
the present automobile; and that 
new taxes will be devised to offset 
the escape from present levies, have 
been possibilities mentioned by those 
who discount the claims for perma- 
nent economy with the new product. 
Diesel interests, however, set forth 
that these possible barriers are at 
best a long way off. Their plan is to 
cash in on the immediate benefits of 
present low fuel cost and absence of 
tax. 

The first practical American exhi- 
bition of the Diesel in a car approxi- 
mating the passenger type was that 
of a racer in competition on the 
Indianapolis Speedway two years 
ago. The car, a four-cylinder model, 
used oil that cost about five and one- 
half cents a gallon and traveled 500 
miles on 31 gallons for an average of 
better than 16 miles to the gallon. 
The fuel cost for the entire grind 
was $1.75. 

The Diesel uses no spark plugs or 
earburetor. Air is taken into the 
cylinders and heated by compression. 
Then the oil is injected into the 
cylinders in the farm of vapor and 
ignition occurs. 


Cincinnati Club 
Names Committees 


Committee chairmen of Advertis- 
ing Club of Cincinnati for the 1932- 
33 season include: membership, A. S. 
Holtman; educational, R. M. Flem- 
finance, Myron L. Smith, pro- 


, . F. Mathews; 
house, Tom Albershart; entertain- 
ment, Ben F. Faulkner; publicity, 
Alex Thomson; advertising federa- 
tion, Plez Pettit; attendance, John 
Hennegan; club consolidation, Fos- 
ter Hayes. 


Urges Co-operative 


Insurance Campaign 


The committee on co-operative ad- 
vertising and publicity of National 
Association of Insurance Agents, 
representing fire and casualty com- 
panies, urged a national co-operative 
advertising campaign in its report 
to the annual meeting of the asso- 
ciation in Philadelphia last week. 

Albert Dodge, Buffalo, chairman of 
the committee, suggested that one- 
half of one per cent of the total 
volume of premiums be used in this 
manner. 


Deny “Eze-Freeze”’ 


Registry of “Eze-Freeze” as a trade 
mark for commercial ice cream freez- 
ers has been denied by the Commis- 
sioner of Patents on the ground that 
it is deceptively similar in sound to 
“Fre-Zee-Zee,” Sears, Roebuck mark 
for home ice cream freezers. 


Tucumcari to Have 
Tailor-Made Daily 


Tucumcari, N. Mex., Sept. 29. 
—A daily newspaper which 
will vary its page size from 
day to day depending on the 
size of its largest advertise- 
ment will make its appearance 
here Oct. 3. Paul Dodge is the 
publisher. 

If the largest advertisement 
scheduled for a particular day 
will fit in a paper of four 13-em 
columns 13!% inches long, the 
paper will appear in that size. 
If a larger size is needed the 
paper will appear in five col- 
umns by 17!% inches, six col- 
umns by 19!% inches, or seven 
columns by 22 inches. 


Railroad Plea 
To Cut Truck 
Rates Denied 


Sacramento, Cal., Sept. 29.—Pa- 
cific Motor Transport Company, a 
subsidiary of Southern Pacific Rail- 
road, has been refused permission to 
establish commodity rates low 
enough to meet so-called “wildcat” 
competition from unregulated motor 
truck operators by a three to two 
vote of the state railroad commis- 
sion. 

The company proposed to make 
drastic cuts in the rates for hauls be- 
tween Imperial Valley and Los An- 
geles- to meet competition of unli- 
censed carriers which now handle 
90 per cent of the tonnage between 
these points. 

The decision was said to have been 
influenced by the opposition of other 
licensed carriers, who declared the 
proposed new rates to be unreason- 
able, unlawful, and non-compensa- 
tory because they would have been 
affected as much as the unregulated 
carriers. 

The two dissenting commissioners 
took the position that the company 
should be allowed to reduce rates in 
an effort to again secure the business 
of which they have been deprived. 

“Present forms of rate,” one of 
the commissioners said, “are crumb- 
ling under the stress of present day 
competition, and public authority 
should not prevent management 
from recognizing actuality and turn- 
ing to a type of rate calculated to 
draw the traffic now moving in start- 
lingly large volume by other means 
of transportation.” 


76% of Adult Males 
Gainfully Employed 


At the time of the last census 
more than 38,000,000 of the male 
population over 10 years of age, or 
76.2 per cent, were gainfully em- 
ployed, the Bureau of the Census 
reports. 

Approximately 10,700,000 of the 
women in the same age group, or 
only 22 per cent, were working at 
gainful occupations. 


Representatives Named 
by “College Humor” 


College Humor has added the 
forces of James D. Montgomery to 
its eastern selling staff; Archer King, 
Inc., in the western territory; and 
C. W. Fuller, Boston, in New Eng- 
land. Simpson-Reilly continues on 
the Pacific coast. 

After Oct. 1 the New York office 
will be located at 501 Fifth Ave. 


Armour Returns to Air 


Eddie East and Ralph Dumke, 
famous for their “Sisters of the 
Skillet” roles, are being featured in 
a new half-hour revue sponsored by 
Armour & Co. They made their first 
appearance Sept. 30 over the NBC- 
WJZ network. 


El Cortez Names Kay 


El Cortez Hotel, San Francisco, 
has placed its account with Kay Di- 
rected Advertising, San Francisco. 


Allen to Wolff & Cooley 


Dick Allen has joined Wolff and 
Cooley Studios, Chicago, as Detroit 
representative. 


N.E.A. to Move 
to Chicago; Has 
New Secretary 


Chicago, Sept. 29.—National Edi- 
torial Association will move its 
headquarters from St. Paul to Chi- 
cago Dec. 1, as the result of a deci- 
sion reached at a three-day directors’ 
meeting here. 

Harry B. Rutledge, who has been 
field secretary of Oklahoma Press 
Association, was named executive 
secretary of the N. E. A., succeeding 
H. C. Hotaling, who has served the 
organization for 15 years and built 
it to its present membership of 4,000. 

Mr. Hotaling will be the associa- 
tion’s guest at a testimonial dinner 
at the 1933 convention, to be held in 
Indianapolis. He was named chair- 
man of a committee to arrange 
for the association’s Golden Jubilee 
convention in New Orleans in 1935. 

An advisory committee of seven 
officers and directors will co-operate 
with Mr. Rutledge in making the 
move to Chicago. 

The resignation of Herman Roe, 
Northfield, Minn., who has served as 
field secretary during the illness of 
Mr. Hotaling, was accepted. Mr. Roe 
will probably continue with the N. 
E. A. in some capacity, however. 

A new committee on communica- 
tions, including radio, will be ap- 
pointed. A new legislative commit- 
tee was named, headed by L. M. 
Nichols, Bristow, Okla., immediate 
past president. Postal rates will be 
its chief care. 


R. M. A. Moves 


Following reorganization of Radio 
Manufacturers’ Association, Bond 
Geddes has been named executive 
vice-president and general manager. 
Offices of the association have been 
moved to Chicago. 


Direct - to - the - Home 
Sampling & Distribution 


1, ay ,000 


lronized Yeast 


Now, in the Chicago market, we are dis- 
tributing 1,000,000 sixteen-page picture 
news tabloids featuring Ironized Yeast, 
“An Aid to a Perfect Figure.” 


Let us tell you how we are actually 
securing dealer cooperation. Every ad- 
vertiser should know about sampling and 
distribution—one of the oldest and, as ap- 
plied and used in 1932, one of the most 
modern types of advertising. Write to— 


Big 4 Advertising Carriers 
18 E. 8th Street 
Chicago 
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Jahn & Ollier Again 
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ADVERTISING AGE 


CLUB PROVIDES 
LOCAL SPEAKERS 


Kansas City, Mo., Sept. 29.— 
“Speakers 13,” the alumni associa- 
tion of speakers’ training division, 
Advertising Club of Kansas City, 
will provide local clubs and civic 
groups with a list of over 30 speak- 
ers who can deliver acceptable ad- 
dresses on more than 50 topics, N. 
B. Blackburn, president of the 
group, has announced. 

“Speakers 13” was organized last 
year by a group which had taken 
the three-year course in public speak- 
ing sponsored by the advertising 
club. 

The organization meeting of 
“Speakers 13” was held on Friday, 
March 138, 1931, 13 alumni of the 
course being present. Dues are 13 
cents a month; meetings are held 
at 6:13 on the 13th of every month, 
and a fine of 13 cents is imposed on 
any member who is 13 minutes late. 

There are 13 articles in the by- 
laws and each member present must 
make a contribution of some sort at 
the meeting, his time being restrict- 
ed to 13 minutes. The association 
now has 42 members. 

Jerry Galvin, advertising mana- 
ger, Carter Bloxonend Flooring Co., 
and president of Advertising Club of 
Kansas City, is vice-president; Mrs. 
Frances M. Connally, Connally Let- 
ter Co., treasurer, and Bertha Miller, 
Roach Folwer Co., publishers, sec- 
retary. 


Gaughen Talks to 
Grand Rapids Club 


John B. Gaughen, vice-president, 
Advertising Federation of America, 
and Detroit manager for Capper pub- 
lications, told members of the Grand 
Rapids, Mich., advertising club last 
week that the successful business 
man was the one who kept the ad- 
vertising throttle open in good times 
and bad. 

“The soundest concerns are the 
ones which keep on plugging year 
after year. They are the companies 
which have maintained their sales 
forces and continued their advertis- 
ing during the past three years,” he 
said. 


New York Marketing 
Group Has Meeting 


Seven important distribution prob- 
lems were discussed at a meeting 
of the New York Chapter, American 
Marketing Society, Sept. 29. 

Speakers included Oswald W. 
Knauth, executive vice-president, R. 
H. Macy & Co.; William H. Lough, 
president, Trade Ways, Inc.; Dr. L. 
D. H. Weld, director of research, Mc- 
Cann-Erickson, Inc.; T. M. MecNiece; 
F. R. Coutant, Pedlar & Ryan, Inc.; 
and Walter K. Porzer, Walter K. 
Porzer Associates, Inc. 


L. J. Cavanagh Dead 


Louis J. Cavanagh, sales manager 
for WJR, Detroit, died Sept. 27 after 
a long illness. He was 43 years old. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


CIRCULATION BUILDER wants 
part time work with Chicago publi- 
cation. Will use tested methods that 
have proven profitable for other pub- 
lications. Address Box 150, ADvER- 
TISING AGE, Chicago. 


Experienced business paper repre- 
Sentative, with successful record in 
Space selling in Middle West terri- 
tory, can handle one more good pub- 
lication on straight commission 
basis. If you have sound advertising 
medium and want business-like rep- 
resentation to advertisers and agen- 
cies, address Box 149, ADVERTISING 
Ack, Chicago. 


Depression Is 
Over- advertised, 
Twomey Asserts 


New York, Sept. 28.—The depres- 
sion is the best advertised thing in 
the country today, said Harry Two- 
mey, sales manager of the Jordan 
Marsh Company, who addressed the 
advertising staff of the New York 
Journal yesterday. 

Mr. Twomey blamed a lot of the 
trouble on the conversation  in- 
dulged in by people who constantly 
discuss the various angles of the 
business situation. 

The department store executive 
also emphasized the fact that this 
is a period of unusual opportunity 
for the man with ideas. Most work- 
ers fail to think, he declared, com- 
menting that there are thousands of 
valuable ideas still waiting to be de- 
veloped. 

An appropriate slogan for next 
year, said Mr. Twomey, is ‘1933 
Will Reward Courage.” 


Pearson Named 
Again as Head 
Of Publishers 


Shawnee-on-Delaware, Pa., Sept. 28. 
—A. C. Pearson, United Business 
Publishers, was re-elected president 
of National Publishers Association at 
their meeting here last week. All 
other officers and directors were also 
re-elected. 

Business recovery, labor problems, 
and contemplated revision of the 
copyright laws featured the discus- 
sions. 

Golf and tennis occupied much of 
the time, with E. F. Wilsey, McGraw- 
Hill Publishing Co., winning a leg 
on the Swetland cup for low net for 
36 holes. R. H. Bachman, Butterick 
Publishing Co., won a leg on the 
Curtis cup with second low net, and 
W. I. Denning, N. P. A., was third. 

Lee Maxwell, president, Crowell 
Publishing Co., won a leg on the 
Crowell cup for low net, first 18 
holes; F. C. Stevens, United Business 
Publishers, was second; and Mr. 
Pearson third. 

On the second 18, Merle Thorpe, 
Nation’s Business, took a leg on the 
McGraw-Hill cup; William B. Warner 
was second, and Hunter Leaf, Pic- 
torial Review, third. 


Mr. Leaf also won the tennis 
singles. 
K. N. & R. Adds B. K, Ury; 


Acquires New Accounts 


B. K: Ury, formerly secretary of 
E. T. Howard & Co., New York, has 
joined Kelly, Nason & Roosevelt, 
Inc., as account executive. 

Effective October 1 the agency will 
handle the accounts of Fred Mul- 
hens, Inc, “4711” products; A. 
Goodman & Sons; Footform Shoe 
Co.; F. C. Clark, Clark’s Tours; Tim 
Cap Corp.; David & Blum, Buscarlet 
Guihert Freres gloves, and H. Ham- 
stra & Co., Drastes Cocoa. 


Newspapers to Carry 
Cranberry Campaign 


American Cranberry Exchange, 
New York, will spend $130,000 of its 
1932 appropriation of $160,000 for 
newspaper space in principal cities. 

The campaign, in charge of Goth- 
am Advertising Co. New York, 
opens with a half-page October 2 and 
continues with two small advertise- 
ments a week until New Year’s week. 


Hirsh Organizes 
Advance Advertising 


Murray Hirsch has formed Advance 
Advertising Associates with offices 
at 1 Madison Ave., New York. 

He has been associated with the 
Helbein-Stone Co., manufacturer of 
Helbros watches, for the past 10 
years, and his agency will handle the 
company’s account. 


Roberts Is Dead 


Samuel B. Roberts, 56, publisher 
of Modern Living, New York, died 
September 26 at his home at Boon- 
ton, N. J., after several weeks ill- 
ness. 


WORTH A BILLION 


The things this girl is wearing, and 
sitting on, account for 20 per cent 
of total sales of America's leading 
stores, or about $1,000,000,000, 
"Retail Ledger," Philadelphia, says. 
Figure them out for yourself, not 
forgetting cosmetics. 


Individualized 
Appeal Used in 
Florists’ Copy 


(Continued from Page 1) 


whether or not someone has been 
thoughtful. 

From Good Housekeeping the 
housewife will learn of the pride 
she may take in the dinner table with 
a center-piece of flowers. Stickily 
sentimental copy in True Story will 
so impress romantic young women 
with the significance of frequent gifts 
of flowers as a tribute to their charms 
that they will be sure to drop hints 
unconsciously on every occasion. 

Visualizing a readership of ambi- 
tious young Americans, predomi- 
nantly male, the agency will run suc- 
cess stories in the American Maga- 
zine, the copy making it clear that, 
whether the quest be matrimonial or 
merely social, flowers can save a lot 
of time. 


Continues Famous Slogan 


Other publications on the fall 
schedule are the Saturday Evening 
Post, National Geographic and Col- 
lier’s. More magazines, and possibly 
a radio program will be added next 
year. 

The campaign will continue to 
make good use of the famous slogan, 
“Say It with Flowers,’ which was 
coined by Major P. F. O’Keefe, the 
agency head, when he first took 
charge of the Society’s advertising. 
His inspiration was the passage from 
a poem by Bishop Coxe, “Flowers are 
words which even a babe may under- 
stand.” 


Coca-Cola Bottler 


Samples Kansas City 


Coca-Bottle Bottling Company of 
Kansas City, Mo., is conducting a 
sampling campaign in which opened 
bottles of the beverage are handed 
in at houses. The salesman also of- 
fers to have the neighborhood drug- 
gist or grocer deliver a case of 24 
bottles for $1. 

The new Coca-Cola entertainment 
book is also shown, and coupons are 
distributed with which the book can 
be secured for ten cents. 


Patch Goes to Elliott 


Ralph B. Patch, formerly in 
charge of the educational division, 
Outdoor Advertising Association of 
America, has been named sales pro- 
motion manager of E. B. Elliott Co., 
Miami, outdoor advertising. 


To Advertise Ammonia 


Robinson Bros. Buffalo Ammonia 
Company, Brooklyn, has placed its 
account with Moser, Cotins & Brown, 
Ine., New York and Utica. 


Fashion Show Swamps 


Saks Chicago Store 


Because invitations which Saks- 
Fifth Avenue, Chicago, sent out in- 
viting customers to a fashion show 
this week were accepted in such 
large numbers that visitors could 
not be accommodated, the store used 
“apologetic” copy in newspapers the 
next day to announce that private 
showings of the new styles would be 
held all week. 


Study Oil Burner Markets 


Fuel Oil Journal, New York, has 
just published “1932 Survey and 
Study of Operations of Key Dealers 
and Conditions in Key Oil Burner 
Markets in the United States.” The 
book contains a comprehensive analy- 
sis of 55 markets, including lists of 
retail outlets, volume of sales, in- 
stallation prices, and the experience 
of key dealers with 43 leading prod- 
ucts. 


Start Classified Exchange 


George W. Moser, formerly with 
Stamford-White Advertising Co., 
Stamford, Conn., and G. M. Deck, 
until recently with the advertising 
department of Goodrich Rubber Co., 
Detroit, have formed Sellers’ & Buy- 
ers’ Exchange at 2208 Woodward 
Ave., Detroit. The exchange is a 
blackboard system of listing classi- 
fied advertising. 


Start New Daily 


The Times, new afternoon and 
Sunday paper, will be launched in 
Mobile, Ala., about Oct. 15, according 
to Barney Sheridan, former manag- 
ing editor, Mobile Register and 
News-Item, who is vice-president and 
managing editor of the new venture. 
Martin Anderson, Waco, Tex., is 
president, and John O. Stuardi, secre- 
tary-treasurer. 


F. W. Lawrence Dies 


Frederick W. Lawrence, formerly 
city editor of San Francisco Exz- 
aminer, and a former Chicago news- 
paper man, died in Los Angeles Sept. 
22 after a long illness. 


Taylor Changes Agencies 
Norman Taylor, formerly with 
Brook, Smith & French, Inc., De- 
troit, has joined Stair-Jordan-Cerre, 
Inc., Detroit. 


Secret 6 Halts 
Racketeers in 


Display Field 


Chicago, Sept. 29—A mass meet- 
ing of advertisers will be held in 
Chicago some time next week to cele- 
brate a decisive victory over rack- 
eteefs who sought to impose their 
talents on the window display field, 
and to lay plans to prevent a recur- 
rence of the outbreak. The exact 
time has not yet been fixed. 

Chicago racketeers who have been 
preying on other businesses sud- 
denly discovered the window display 
field and made efforts to divert in- 
stallations into channels selected by 
them. When some retailers refused 
to do business with them, the gang- 
sters entered their stores and disar- 
ranged displays installed by legiti- 
mate concerns. 

If the retailer attempted to right 
the display, a brick was tossed 
through his front window as a fur- 
ther warning. 

While cigar stores were the chief 
victims, the racketeers played no fa- 
vorites. Even State Street was not 
immune, and several retailers on 
that thoroughfare had to order new 
plate glass. 

A secret meeting of advertisers 
was held. The Secret Six, created 
by the Chicago Association of Com- 
merce, staged a raid, and the origi- 
nators of the window display scheme 
languish in jail for the present, with 
the last chapter still to be written. 


“Zit” Not Allowed 


Registration of “Zit” as a trade 
mark for a preparation for spraying 
cattle and poultry to kill mites has 
been denied to Bonide Chemical 
Company on the ground that the 
mark too closely resembles “Flit.” 


Joins Pudrith 


C. W. Harshbarger, formerly De- 
troit manager for May & Malone, has 
been appointed sales manager of 
E. H. Pudrith Co., Detroit, wholesale 
jewelers. 


The 
Advertising Typographers 
of America 


EXTEND A CORDIAL AND 
HEARTY INVITATION TO ALL 


Fabrvtisins C speaviiilini 


throughout the country, to meet with 
them at their 6th Annual Convention 
to be held in Cincinnati, Ohio, at the 
Hotel Gibson, October 17 to 19, 1932 


This convention will be an exchange of technical and 
trade information which is so timely with present eco- 
nomic conditions. An intelligent consideration of the 
status of the industry as well as planning for its main- 
tenance and future prosperity will be exhaustively 
considered. Every typographer interested in the future 
welfare of his business will find this convention well 
worth his time and expense. Write or wire Albert 
Abrahams, Secretary, Advertising Typographers of 
America, 461 Eighth Ave., New York City, who 
will be pleased to make all arrangements for you. 
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